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Overall Programming and Channels

Oa/erall, programming and channels ratings indicates an improvement opportunity for XM since Sirius has a satisfaction
advantage. '

Music programming still remains the most important programming genre for nearly all Satellite Radio Listeners, despite
investment in alternative and differentiating content such as sports and talk.

XM Subscribers are satisfied with both music programming, but directionally lower than Sirius.

- Hard Rock and Alternative music represent two genres that are relatively weaker for XM, with Hard Rock creating

significantly higher satisfaction among Sirius listeners (overall ‘Rock” genres receives lower ratings among XM
subscribers than Sirius). Pop music ratings should be paid close attention to.

—  Generally, lower satisfaction ratings by music genre tend to reflect niche programming that likely appeals to sub-

segments of listeners (such as World music, Contemporary Christian, Punk).

Even though Sirius has the exclusive programming rights for NFL, by far the most important sports programming genre to
both Sirius and XM Subscribers, XM and Sirius Subscribers are similarly likely to be satisfied with sports programming
overall. NFL programming may be a more useful acquisition than retention tool for Sirius.

Investment in radio personalities appears to have paid off more for Sirius in terms of generating relatively higher
satisfaction levels for this content among their Subscribers. However this is still a relatively low driver of satisfaction for
both XM and Sirius relative to channel variety and music related issues. Note, Talk Five (with Ellen DeGeneres) has just
launched when we fielded the study.

Local traffic and weather represents the most significant gap between XM subscriber importance and satisfaction, while it
generates a relatively high level of satisfaction among Sirius Subscribers.

XM Subscribers are turned off by what they perceive as a high level of commercials on XM, which may include advertising
on non-music channels, as well as advertising for XM programming and services that occurs on music and non-music
channels. Given that in many cases the commercial free claim has attracted Satellite Radio Subscribers away from
traditional media it is critical that this dissatisfier is addressed.

—  The majority of Sirius Subscribers say the amount of commercials is just right.

DJ’s knowledge of music and the frequency of live music performances are significantly more likely to satisfy Sirius
Subscribers than XM Subscribers.

Proprietary & Confidential 2
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= XM also needs to review programming content where there remains opportunities to
improve satisfaction: -

XM should continue to make investments in ensuring music programming meets the
needs of not only mainstream, but niche genres, where satisfaction among core llsteners
tends to be lower.

Opportunities to improve core listener satisfaction with sports may be through expanding
and improving college sports programming.

Local traffic and weather represents is also a programming area that should be focused
on since there is a significant gap between XM subscriber importance and satisfaction.

» XM should address listener's perceptions of the balance between programming and
commercials by:

ensuring that expectations are clearly set by both marketing and at the POS that
commercial free programming only applies to music

experimenting with different ways of inserting commercials into programming to learn
what is most tolerable to listeners without alienating advertisers

being aware that Subscribers consider advertising for XM programming and products as
commercials too.

Proprietary & Confidential 3
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Reasons for Overall Satisfaction

» Both XM and Sirius Subscribers

were likely to cite programming, ogramming
especially the variety of stations Eeheovs _ % 2%
R . ike the stations/ programming 11% 9%
and commercial-free broadcasting, Varily of shojces/ slafons 7% 7%
" " . . Variety of nusic 8% 7%
as a reason for being satisfied with o commorcak 5% 5%
their Satellite Radio service. A T "
.. . Has something for everyone/ always something to sut tastes 4% 6%
— Sirius Subscribers were more Uike that there & I taking/ few DUs 1% %
. . . Specific program (Subnet) 8% 8%
likely to mention programming "Lie  sposiic host prograr 5 =
. . ! like How ard Stern 0% 3% A
as source of satisfaction. Tiike Opie and Anihony (XM Radio) 7% 0%
Sportsprograms (Subnet) 7% 7%
" More than a quarter of satisfied XM T Gesonal Vo Coagis Bl L8] e
Subscribers cited dissatisfaction vt o R Ld Ll
Wlth prog ramm ing This is driven 2::?:1:::: ;l:::ywhere/everywhere Z: izz
by S u b SCl'lbe TS expl al n i n g a Ie Ss ;z:f—rl:;:;tai::‘ receplion/ continuous reception of the same stations w hile travelling ;: Z‘;ﬁ
than perfect rating of 8 or 9 or 10. Gther Mertions (Net] __ % &%
Like internet features/ can listen online 1% 2%
Better than regular radio/ don't listen to regular radio anymore 5% 6%
Other S
T i T
Programming (1)
Coverage and Reception (Net) TY—— %
Radio Receiv er (Net) 6% 2%
Cost and Payment Terms (Net) 3% 3%
Prefer other brand (Net) 1% 2%
Customer service (Net) 2% 0%
Other (Net) 3% 5%

XM Totat ...
{n=1,268)

SATELLITE
RADiO

Sirius Total

L (n=10

(B)

08085000 OHX

A2. (Top3Box Summary) Why did you rate your overall satisfaction with XM/Sinus as you did?

Letters indicate the value is significantly higher than the value in the corresponding column at the 95% confidence fevel. Base: All respondents Rating 8,9,10

Propristary & Cunfidential 4
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Reasons for Overall Dissatisfaction

= XM and Sirius Subscribers

cited similar reasons for
being dissatisfied with their
Satellite Radio Service.

The most commonly cited
cause for dissatisfaction for
both XM and Sirius
Subscribers was
programming.

= XM Subscribers specifically

mentioned too much
advertising and the need for
more music and more or
different programming
selections.

= XM Subscribers also

mention customer service.

I fh:
Programming (Net)

SATELLIiTE
RADiIO

—~
o
XM
~
S’

53%, 22%

Too much advertising/ supposed to be commerciak-free 14% 0%
Repetitive programming 5% 0%
Don't like the Dls/ too much tatk from DJs 5% 0%
Would kke more/ different/ improved selections (stations, progranmng) 1% 0%
Cancelled a show! station | liked 9% 17%
Music related reason (Subnet) 21% 6%
Doesn't play the type of music | like 7% 0%
Would fike more music/ music station variety (all mentions) 14% 6%
Sports related reason (Subnet) 5% 0%
NASCAR is moving to Sirius 2% 0%
Coverage and Reception (Net) 21% 28%
Bad reception (unspecified) 9% 22%
Poor sound quality 3% 0%
Lost signal 13% 17%
Radio Receiver or Device {Net) 13% 28%
Receiver problems 9% 28%
Instaliation problems 1% 6%
Problems w ith w ebsite/ online services/ channels not available or only available online 2% 0%
Difficull to use (all mentions) 2% 0%
Cost and Payment Terms {Net) 15% 0%
Billing/ account issues 4% 0%
Too expensive 8% 0%
Have to pay for station [ don't listen to 2% 0%
Price increase 2% 0%
Prefer other brand (Net) 8% 8%
Prefer Sirius 7% 0%
Prefer other brand 1% 6%
Customer service (Net) T3 0%
Poor custormer service 7% 0%
Other (Net) 14% 11%
Don't use the service often/ as much as | anficipated 5% 6%
Will not renew subscription/ considering not renew ing subsc ription 1% 6%
Other Dissatisfied reasons 17%

A2. (Low5Box Summary) Why did you rate your overall satisfaction with XM/Sirius as you did?
Letters indicate the value is significantly higher than the value in the corresponding column at the 95% confidence level.

Proprietary & Confidential
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Reason for Initial Subscription

» Aftermarket subscriptions are largely
attributed to programming for both XM
and Sirius.

~ Sirius AM subscribers are more
than twice as likely to have initially
subscribed for specific
programming content, mainly
Howard Stern or football.

— Sirius AM Subscribers are also
more likely to have subscribed
because they dislike commercial
radio.

» XM OEM subscriptions were driven by
a free trial or simply being available in
the vehicle purchased.

XA Dtk

()

XM OEM
(n=403)
{B)

SATELLITE
RADiIO

L Sirius! AM;

| fosEg) ||

Lt (C) RN

Programming (Net) 4% B 30% 656%
Preferred programming/ better stations 0% e 4% 9%
Variety of programming 3 7% 4%

No commercials 4 @'f 9% 4%

For the music 49N 3% 4%

For the variety of music 4%/ 4% 4%

Specific program - Subnet “8%’B 2% [ 18% AN
For Howard Stern 0% 0% \ 18%A /
For Opie & Anthony 4% B 1% %
For a particutfar host/ program 4% B 2% 0%

Sport Programs Reason - Subnet 12% B 6% 20%
For NASCAR 4% 2% 0%
For baseball 5% 3% 0%
For the sports content 2% 1% 6%
For Football 1% 0% ( 18%A

Cost (Net) 13% C 18% A 2%
Cost/ price (unspecified) 5% B 1% 2%
Low er cost/ price dropped 5% 3% __ 0%
Free trial 2% (_ 15%A) 0%

Recommended (Net) 9% B 2% 6%

Coverage and Reception (Net) 11% 12% 4%
Continuous service w hen traveling/ coast-to-cost reception 5% 7% 0%

Radio Receiver/ Device (Net) 9% BC 0% 0%
Liked the receiver (any mentions) 6% B 0% 0%

Other (Net) 29% 64% A 29%
Curiosity/ to try it 2% 5% A 0%
Came w ith my vehicle 5% ( 54% A 0%
Was the only one available/ wasn't aw are of options 6% 8 ~3% 2%
Better than local/ AM FMradio 4% 5% 0%
Dislike commercial radio 9% B 1% [ 20%A)
kwas a gift 9% B 1% || 20%A

A14. Thinking back to the time you initially subscribed to XM/Sirius Sateliite Radio, what was the main reason you subscribed to this service?
Letters indicate the value is significantly higher than the value in the corresponding column at the 95% confidence level.

Proprietary & Conlidential
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Identifying Drivers of Dissatisfaction and Delight
and Prioritizing Improvement Opportunities

Introduction and Explanation
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Identifying Delighted and Dissatisfied XM =
Subscribers g“,"‘/ RADIO

* Customers are divided into three unique sub-
groups based on their overall satisfaction with
XM:

—~ ‘Delighted’ customers whose base
expectations are generally exceeded. Members
of this group are most likely to be loyal, be
advocates, and may have higher spending
levels. The majority of XM Subscribers are
delighted. (Defined as those who rated 9 or 10
on Overall Satisfaction with XM).

— Customers who are merely satisfied, and gﬂ;ﬂ’gﬁ:’s
whose needs are only ‘adequately’ met. are more
(Defined as those who rated 6-8 on Overall loyal
Satisfaction with XM) T~

— Dissatisfied customers whose ‘'must-have’ a im * MErg
needs are not being met. Membership in this ggmxmmmﬁwaﬁg
group is often a reliable predictor of customer %g%gg%%%%%ﬁ%&%
defection. Very few XM Subscribers are Definitely Will Continue
dissatisfied. (Defined as those who rated 1-5 Definitely Will Recommend
on Overall Satisfaction with XM) o'f;f“‘:fe"m‘n'::ﬁf:’: —

listening fo Satellite Radio
Proprietary & Conflidential 8
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Identifying Drivers of XM Delight and Dissatisfaction = _, . ...,
-Penalty/Reward Analysis* XN raoio
=

= A Penalty/Reward analysis is used to determine the key drivers of delight and dissatisfaction.

— Programming and Listener Care are the top two areas driving XM Subscribers’
Dissatisfaction.

— Receiver, Coverage and reception and Programming are the areas driving XM Subscriber
Delight. |

Drivers of Dissatisfaction Drivers of Delight

Receiver

Programming and channels

Signal coverage and reception

Billing and payment

Channel and Feature
Information

Listener care

Activation process

{ Increasing Importance to Satisfaction Qverall

Base: Total XM Subscribers
Separate models are run based on the understanding that the drivers of dissatisfaction and delight can be different. The more likely customers are to use
the top 2 scores (9 or 10) for overall satisfaction when also scoring each product attribute in the top 2, the greater the reward. Conversely, the more likely

customers are to use the bottom 5 scores (1, 2, 3, 4, or 5) for overal! satisfaction when also scoring the product attribute in the bottom 5, the greater the
penalty.

* More analytical explanation: see appendix page 128

Proprietary & Conflidential 9
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-Quadrant Analysis

Drivers of XM Delight vs. Performance C~J

| XM-Delight |
40%
Low Performance High Performance
High Importance High importance
30%
L
2
: | -
S (1
NoS
E ( 3) N
>
: @]
o

L~
o0

\
)

10% I
8.

-(7)

Low Performance High Performance
o LLowImportance Low Importance
0% 25% 50% 75% 100%

Performance (% Satisfied)

in order of decreasing importance

1) Receiver

2) Coverage and Reception

3) Programming and Channels

4) Bliling and Payment

5) Channeland Feature information

6) ListererCare

7) Activation

P
):I?A SATELLITE
~— RADiO
~—”

= Drivers of Delight are also better

understood in the context of actual
percent of Subscribers Delighted:

— Programming and Channels represents
the biggest opportunity to delight more
XM Subscribers, as this is a strong driver
of delight, and delight with this area is
relatively lower than for other
performance areas.

A Quadrant Chart is used to show how XM performs in areas that are strong drivers of delight or dissatisfaction. Importance is derived through Penalty
Rewards Analysis. Performance is the % of Subscribers delighted with that attribute. Attributes that fall into the upper left quadrant are most critical, as they
represent areas of above average importance and below average performance. These areas should be considered primary improvement opportunities.
Attributes that fall into the lower left quadrant represent below average importance and below average performance. These areas may be considered

secondary improvement opportunities.

Proprietary & Confidential

10





LG085000 HEORX

. [ ) - - A
Drivers of Sirius Delight vs. Performance = e
. XM o
-Quadrant Analysis RADIO
Q y =
| Sirius-Delight*
% [ Cow Pertormance Hiah Fertormance » Largely due to small sample sizes, and
High Importance High Importance low variability in overall ratings, there is
30% little differentiation in drivers of delight for
g Sirius aside from Customer Care 'and
2 20u ~2 @) Activation, which have little role in driving
3 ) delight.
8 o * Drivers of Dissatisfaction are not shown
for Sirius due to low sample sizes.
Low Performance , ’é\ ) High Performance
oy LLow Importance (7) = Low Importance
0% 25% 50% 75% 100%

Performance {% Satisfied)

In order of decreasing importance
1) Programming and Channels
2) Receiver ' Lo
3) Coverage and Reception
4) Billing and Payment
5) Channel and Feature Information
6) ListenerCare
7) Activation

secondary improvement opportunities.

A Quadrant Chart is used to show how Sirius performs in areas that are strong drivers of delight or dissatisfaction. Importance is derived through Penalty
Rewards Analysis. Performance is the % of Subscribers delighted with that attribute. Attributes that fall into the upper left quadrant are most critical, as they
represent areas of above average importance and below average performance. These areas should be considered primary improvement opportunities.
Attributes that fall into the lower left quadrant represent below average importance and below average performance. These areas may be considered

Proprietury & Conlidential 11
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Drivers of Delight =
XM Aftermarket vs. OEM CARILL

S’

= Strongest deiight drivers for Aftermarket Subscribers are Programming and Channels, while
OEM delight is more likely to be driven by receivers and reception.

XM AM-Delight XM OEM-Delight
40% 40%
Low Performance Low Performance o
High Importance High Importance \L)
30% 30%
8 ]
-
A 2}
§ 20% (’2 é 20% ~
° ™
H (3) 2
: & : AL
10% §)® 10% \5/
o
@
% b—— 0%
0% 25% 50% 75% 100% 0% 25% 50% 75% 100%
Performance (% Satisfied) Performance (% Satisfied)
DRIVERS OF DELIGHT . DRIVERS OF DELIGHT
1) Programming and Channels K 1) Receiver
| 2] Billing and Payment™ """ """ " " T T 2) Cowerage and Reception
3) Cowerage and Reception 3} Programming and Channels B
4) Listener Care 4) Billing and Payment
"5} Channel and Feature Informabon 5) Channel and Feature Information
6) Receiver 6) Listener Care
7) Activation 7) Activation

Attributes are listed in order of decreasing importance. Bolded attributes represent improvement opportunities.

Proprietary & Conflidential 12
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Drivers of XM Dissatisfaction vs. Performance
-Quadrant Analysis

40%

30%

20%

Derived Importance

10%

0%

1 XM-Dissatisfaction ]

[ |
Low Performance ligh Perfonmance
High Importance ligh Importance

\D
(2)
(4
S’ 4"\
)
Low Performance High Performance
Low Importance Low Importance
100% 75% 50% 25% 0%

Performance (% Dissatisfied)

In order of decreasing importance

1) Programming and Channels

2} Listener Care

3) Biling and Payment

4) Activation

5) Receiver

6) Coverage and Reception

7) Channel and Feature hiormation

gy’

S

Drivers of dissatisfaction are better
understood in the context of actual
percent of Subscribers who are
dissatisfied:

— Listener Care stands out as an

T

=y
XM
—

SATELLITE
RADiIO

opportunity to improve service among
XM Subscribers, as this is a strong driver
of dissatisfaction, and dissatisfaction with

this area is high.

— While programming is a strong driver of

dissatisfaction, the proportion of
subscribers dissatisfied with
programming is relatively low.

A Quadrant Chart is used to show how XM performs in areas that are strong drivers of delight or dissatisfaction. Importance is derived through Penalty
Rewards Analysis. Performance is the % of Subscribers dissatisfied with that attribute. Attributes that fali into the upper left quadrant are most critical, as
they represent areas of above average importance and below average performance. These areas should be considered primary improvement
opportunities. Attributes that fall into the lower left quadrant represent below average importance and below average performance. These areas should be

considered secondary improvement opportunities.

Proprietary & Confidential
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Drivers of Dissatisfaction ~
XM Aftermarket vs. OEM xg

e’

P gy, S

» Listener Care is a relatively stronger driver of dissatisfaction among Aftermarket
Subscribers, versus OEM where activation is more of an issue.

XM AM-Dissatisfaction XM OEM-Dissatisfaction
40% 40%
Low Performance Low Performance
High Importance High importance
30% 1) 30%
5 ® g ()
g ‘ g
E 0% E 20% 5
I € ROK
& (J 8 (4)
10% 4 \] 10% /é\,\) A
&)} AT
0% Q) 0%
100% 5% 50% 25% 0% 100% 75% 50% 25% 0%
Performance (% Dissatisfied) Performance (% Dissatisfled)
DRIVERS OF DISSATISFACTION DRIVERS OF DISSATISFACTION
1) Programming and Channels i 1) Programmtng and Channels
2) Listener Care ik : 1 2) Receiver
3} Biling and Payment . | e b e b o 3) AGHVatioR i e e e
4) Actwvation i 4) Listener Care
5 Coverage and Reception . 5) Cowverage and Reception
6) Channel and feature iformation + 6) Biling and Payment
L. 7 Recever L ] . 7) Channel and Feature Information R

Attributes are listed in order of decreasing importance. Bolded attributes represent improvement opportunities.

Proprietary & Cunlidential 14
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Programming Satisfaction
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Overall: Improvement Opportunity for XM, Sirius satisfaction advantage.

Sirius Subscribers rate higher programming significantly higher than XM Subscribers in areas that are key drivers of

satisfaction “offering genres or channels that you like,” “amount of commercials heard on channels overall” and “the
amount of DJ’s knowledge of music.”

Formatting factors most likely to drive delight with programming are consistent across both XM and Sirius:
— 1) Offering a variety of channels overall

—  2) Playing the type of music subscribers like
— 3) Offering genres or channels that subscribers like

While XM and Sirius are equally likely to meet the needs of their subscribers on (1) and (2), offering genres or channels
that subscribers like generates a higher level of satisfaction among Sirius than XM Subscribers.

DJ’s knowledge of music and the frequency of live music performances are significantly more likely to satisfy Sirius
Subscribers than XM Subscribers.

The amount of commercials played on channels overall is the format factor most likely to drive programming
dissatisfaction for XM.

—  The majority of XM Subscribers indicate there are too many commercials, while the majority of Sirius Subscribers say
the amount of commercials is just right.

Radio Personalities also generate a significant amount of dissatisfaction among both services’ subscribers although this is
not a significant driver of overall programming satisfaction in either case.

Where there is dissatisfaction with the balance between DJ commentary and music it is because DJ’s talk too much rather
than too little.

Proprietary & Conflidential 16
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Programming Satisfaction N arelLite
XM vs. Sirius (Total) >v°‘“ RADIO

= Sirius Subscribers rate higher programming significantly higher than XM Subscribers in areas that
are key drivers of satisfaction “offering genres or channels that you like,” “amount of commercials
heard on channels overall” and “the amount of DJ's knowledge of music.”

XM Total (A): Sirius Total (B):
Satisfied (Top3Box) E Satisfied (Top3Box)
100% - : : : ' Dlssabsf:ed (Low3Box! Dissatisfied {(Low3Box) .
'
w0 ‘
b
' . T
60% A : | 54% ERES
[}
;
1
40% - .
20% A !
L}
L]
L}
0% - : IO s £ §oge T K 5 - ] 3 .
1 N . . . i [ ' k ' o, ¢
: 4% 3% - ' . D o4% 2% 4% 3%
20% - ¢ ' " 16% 15%
)
Programming ! Play ing the Vaniety of  Offenng genres  The variely of Amount of The Dd's The amount Radio Coverage of Exclusive aristfs Frequency of
and Channels | type of music channels o channels songs played  commeicials know ledge of DJ talk or personalites  special evenfs  performances lve music
]
OVERALL ! youlke overall that you itke  on each channel of music commentary ' performances
< XM Subscriber Derived Importance »
Proprietary & Cunfidential 17
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Programming Drivers of Delight and Dissatisfaction =

o e . SATELLITE
XM and Sirius Subscribers (Total) M kavio

~
= The top driver of programming delight for both XM and Sirius is variety of channels offered followed by
personal preference for music and channels/genres. |
* The top three drivers of XM subscriber delight are also the top three drivers of dissatisfaction. Amount of
commercials on channels is the 4t strongest driver of dissatisfaction and represents a key improvement
opportunity (above average importance and below average performance).

XM-Dissatisfaction 1 XM-Delight Sirius- Delight
30% o T S 30% 30%
Low Performance Low Performance — Low Performance
High importance r) High Importance C 1) High Importance
2 27
< (/:; o {D
$ 20% & 20% 8 20%
[
g g g G2
g 3) g = 3
E 4) H €
= S 5 et . 3
H H ) 2 —
g% _ 3 0% OM 5 10% (4
~J- ~ (s(s)
) 2
@i @ © (s ,6%
0% - e e RS, o% (81119} 0% (@
100% 75% 50% 25% 0% 0% 25% 50% 75% 100% 0% 25% 50% 75% 100%
Performance (% Dissatisfied) Performance (% Delighted) Performance (% Delighted)
X DRIVERS OF DISSATISFACTION .. .. . .. . DRIVERS OF DELIGHT . DRIVERS OF DELIGHT
i 1) Offenng genres or channels trat you like 1)_Variely of chanrels overal 1) Varety of channels overall
i___2) Playing the type of music you ike 2) Payingthe type of misioyoutike 2) Playing the type of music you like
i 3) Vanetyof channels overall 3) Offering gerves or charnels that you ike ) 3) Offenng genres or channels that you like
! __.4) Amountof commercials you hear on channeisoverall * ' ' 4)_Varety of songs played on each charrel ) 4)_DJ's knowledge of music —
. 5) Vvanetyof songs played on each channel 5) Armount of commercials T o - 5) Variety of songs played on each channel
6) Amotnt of DJ talk or commentary 6] DJ's krowledge of music T 6) Amount of commercials
7) Radio personalities 7) Amountof DJtalkorcommentary o 7) Frequency of ive performances
8) DJ's knowledge of music 8) Radio persorelities T T T 8) Exclusive artist's performances
9) Frequency of ive performances 9 Coverage of special everts T 9) Radio personalities
10) Coverage of special events 0] Exciusive arist's performarces 10} Amount of DJ talk or commentary
11) Exclusive atist's performances 71)_Frequency of live performances Co T 11) Coverage of special everts

Attributes are listed in order of decreasing importance. Bolded attributes represent improvement opportunities.
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» XM Subscribers are more likely to claim that there are too many commercials on their
service than Sirius Subscribers.

* Where there is dissatisfaction with the balance between DJ commentary and music it is
because DJ's talk too much, rather than too little.

Amount of DJ Talk Amount of Commercials
M Too much H Just right # Too little o Too many W Just right & Too few
(Top2Box) (MidBox) (Low 2Box) {Top2Box) (MidBox) (Low 2Box)

XM Total

XM Total
(n=1,666} (A} {n=1,666} (A)
Sirius Total Sirius Total
(n=145} (B} {n=145) (B}

XM Dissatisfied (1-3) XM Dissatisfied (1-3)

{n=157) (A) (n=291) (A)
¥ T T v L) 1 T T L) T L] 1
0% 20% 40% 60% 80% - 100% 0% 20% 40% 60% 80% 100%
C4. Why did you rate ‘the amount of DJ talk or C5. Why did you rate ‘the amount of commercials you hear
commentary’ as a you did? (Base: All respondents) on channels overall’ as a you did? (Base: All respondents)

Letters indicate the value is significantly higher than the value in the corresponding column at the 95% confidence level.
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What are Subscribers saying about Commercials 2=
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Too much advertising for XM programming or products

There are commercials on your "commercial free" music channels. Please quit trying to sell me a radio that | already have. Also quit trying to get me to change
channels. If | wanted to listen to another channel | would already be there.

"Commercial free" should include no commercials for XM radio. .

Your music commercials are horrible especially artist confidential and then again now. When XM first hired Bob Edwards | aimost cancelled my subscription because
of the never ending non stop Bob Edwards commercials.

The XM commercials get very annoying since they are repeated so often during the day/weelk/month. Get more sponsors/advertisers or at the very least hire better
voice-over talent. The History Today fellow is awful.

i thought | was getting a commercial free music service. Too many commercials for XM radio on the service itself. Thinking of canceling my subscniption.

As a whole, satellite radio is superior to free AM/FM commercial radio. We could use less of the advertising on the satellite stuff. After all, we pay to not have
commercials.

| enjoy various parts of the XM offerings - but hate the amount of advertising for other XM channels, and for other products on it. Also, 1 really hate the way the
commercials for other channels come on suddenly a lot louder than the station you are currently listening to. | may get rid of my subscription over this issue.
There are too many commercials and most of them are for XM.

For a ?commercial free? radio there seem to be a lot of XM related commercial.

Perceptions that the amount of advertising is increasing

| pay for XM for the music. Commercial free, talk free music. I'm starting to hear more and more talk and commercials {(mostly XM radio stuff} on Top Tracks. Again, |
want and pay for talk and commercial free music. Talk and commercials are for FM and FM sucks.

In my year as a subscriber, it feels as if commercial advertising programming on other channels has greatly increased
Commercials are becoming more common on the comedy channel
I'm in areas where radio is very limited. XM was purchased for music without excessive talk. There is getting more and more conversation and commercials for XM.

They are starting to play a lot of commercials which is what | trying to get away from. | feel as long as | am paying for the service it should be commercial free but |
guess it will eventually become like cable television. | think if the commercials continue to increase | would probably discontinue my service.

The service is much better than FM but it is getting more commercials woven into the programming
There is beginning to be a lot of commercials on the radio. When it was first activated there was hardly ever a commercial.

Perceptions that XM was entirely commercial-free

The main reason | got XM radio was because | was tired of listening toa commercials on regular radio.Well after | got XM radio | found out that some of the channe!s
have commercials too, and that really pisses me off!
| thought XM would be commercial free. | do not like the fact that XM radio feels the need to advertise itself constantly.
| was under the impression that it was commercial free, which it is not.
| got it because your ad always said commercials free and it's not, also when you do listen to it you have to turn your radio up fo hear the music and then when a
commercial comes on it's 3 times louder then what you had the radio set at, so my usage of XM is l listen to it about 20% of my day instead of 100%, i drive truck so |
find it kinda bad, and have been going back to normal FM radio more and more .
| primarily listen to 164 Radio Classics. | wish they wouldn't break in the middle of each show for commercials. 1 find it distracting and chose XM because | thought it
was commercial-free.

A2. Why did you rate your overall satisfaction with XM/Sirius as you did? Verbatim responses relating to dissatisfaction with commercials
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What are Subscribers Who Are Most Dissatisfied

with Commercials Listening to?

Subscribers most dissatisfied with commercials
on XM are more likely to be listening to
programming that isn't commercial-free than
subscribers overall.

They are also more likely to be dissatisfied with
the amount of DJ talk or commentary.

Dissatisfaction with commercials is not limited to
Satellite Radio.

— 76% of this group say they are ‘tired of all the
advertising on TV, the radio and the Internet,
vs. 66% of Subscribers overall. (Data not
shown).

Proprietary & Conlidential

Music I I I RN S I SREAS S Y B S
News T
Talk M
Sports EAEest
Comedy
Trafﬁche.ather |

Kids 8

0% 20% 40% 60% 80% 100%
Perceptions of Commercials and DJ’s

% Too many
commercials &

98%

% Too much DJ )
Talkicommentary SERSSEEERNEREEN 42%

0% 20% 40% 60% 80% 100%

XM Total (n=1,866)

u XM Subscribers Dissatisfied with
Commercials (Bottom3box) (n=291)
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Key Findings: Programming Genres

()

Overall improvement opportunity for XM, Sirius satisfaction advantage

* Local traffic and weather represents the most significant gap between XM subscriber importance and satisfaction.

*  Sirius Subscribers rate their service significantly higher on local traffic and weather, and directionally higher on music
programming.

* XM Subscribers are significantly more likely than Sirius Subscribers to listen to music programming on a daily basis and
to listen to a higher number of channels regularly.

»  Sirius Subscribers are more likely to be daily listeners of Traffic and Weather.

Proprietary & Conlidential 23
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Importance of Key Programming Genres
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» Both XM and Sirius Subscribers state that music is by far the most important type of
programming for them. Music programming is followed by News, Sports, and Local Traffic
and Weather in stated importance among listeners to either satellite radio service.

» There are no significant differences in importance of programming genres between XM and

Sirius Subscribers.

_———
o,
L]
M RIUSH
(" < ("
(n=145)
(n=1,666)
1. Music programming 92% 1. Music programming 88%
2. News programming 64% 2. News programming 63%
3. Sports programming 49% 3. Sports programming 49%
4. Local traffic & weather 48% 4. Local traffic & weather 48%
5. Comedy programming 46% §. Talk programming 41%
6. Talk programming 39% 6. Comedy programming 41%
7. Kids programming 16% 7. Kids programming 19%
\. -/ . W,

C6. in general, how important to you are each of the following types of programming? % Top3box Stated Importance
Arrows indicate the value is significantly higher at the 95% confidence level.
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Key Genre Satisfaction
XM and Sirius Subscribers (Total)
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= Sirius Subscribers rate their service significantly higher on local traffic and weather, and
directionally higher on music programming.

O XM (A) OSirius (B)

ﬂ Significantly more important

to XM Listeners

100% - E "LTSigniﬁcantb/ more important
' 86% to Sirius Listeners
79%A ¢ 80%
80% - ! i 7% 750 74%A
- , 70% 69%
= 68% ; 68%ggoy, 6% §4%65% .
e ! 60%
S 60% : 57%
- i
2 '
g :
g 40% - :
E ,
\g s Kids programming
o 20% E safisfaction among
! XM HH with kids
: <13 yrs is 58%
0°/o :, T T T T 1
Programming | Music News Sports Local traffic & Comedy Talk Kids
and Channels . programming programming  programming weather programming programming programming*
OVERALL
XM Sample Size: 1,666 1,644 1,326 1,026 918 1,045 948 326
Sirius Sample Size: 145 140 106 93 78 90 83 39
High« XM Listener Stated Importance >Low

Letters indicate the value is significantly higher than the value in the corresponding column at the 95% confidence level.

Proprietary & Conflidential
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Key Genre Importance Performance ‘Gaps’
— XM Subscribers
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* Local Traffic and Weather is clearly an opportunity where XM can improve performance in

an area that is very important to h
secondary improvement priority.

Proprietary & Counlidential

Importance (% top3box among XM Tota! Subscribers)

100%

[aIHh-esubscrib-erbaset"jports programming would be a

Low Performance
o0 | High Importance * Music programming
80%
70% -
* News programming
60% -
50% /’——‘,\ D
Local traffic & weather Sports programming * Comedy programming
40% A .
Talk programming
30%
20%
¢+ Kids programming
10% A
0%

60%

65% 70%

75%

80%

85%

Performance (% top3box among XM Listeners who rate genre very important)
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Importance of Key Programming Genres By XM

Demographic Groups

—

XM

S
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* Music is the most important type of programming for all demographic groups and News is
the second most important for most. However, for the 18-34 age group, Comedy is second

in importance only to Music.

100% 4
4 Music. %% B . Music: 9% G
4 Music 92% 1 Music 91% T + Misc. B% G 4 Music 9%
<4 Music: 89% <4 Music 85%
80%
-4 News, 6% D
. News. 6% 4 News 65%6C T News &% D 4 News' 5% D Nows: 63%
B - N
60% - T News. 60% 4 Comedy 5% EFG
Spors 4% Spats 52% C + TreficWeather 55% Bl L News. 55% Trafic/Weather, 45%
+ J spots 51% Comedy 4% G + Spos: 51% 4 TraficiWesther 51%
4 Trafic/Weather 48% Camedy: 48% C * . Spots. 4%
F . . : 4 afioweaher 47%  FF Spors: 47% 4 TaMoWesther: 47% |
o Comedy: 45% Trafic/Weather. 46% ok 4% T comey 4% ¢ Sparts 4% Il’aﬁge‘i’:: %
E -’ . omedy”
40% - 3 Tak 3% Talk. 42% C T gmrfb T Tak. 4% 1 Tak 3% Talk 36% Tak 41%
F Comedy. 35%
4 Tak 3% i 2% DFG
4 Kids 2% B T"
20% A 4 «ics: 19% FG 4 Kids 19%
+ Kids 16%
4 Kids, 13% 4 Kics: 13% G
4 ks, 7%
0% T T T v
XM Total Male Female 18.34 3644 46-64 66 + Sirius Total
{(n=1,666) (A) (n=1,266) (B) (n=410) (C) (n=332) (D) (n=418) (E) (n=468) (F) (n=448) (G) (n=146) (H)
< XM Subscribers >

C6. In general, how important to you are each of the following types of pragramming?

Letters indicate the value is significantly higher than the value in the corresponding column at the 95% confidence level.
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Satellite Radio Listening Behavior

» XM Subscribers are significantly more likely than Sirius Subscribers to listen to music
programming on a daily basis and to listen to a higher number of channels regularly.

* Sirius Subscribers are more likely to be daily listeners of Traffic and Weather.

% Rarely/Never

Listen % Listen Daily Number of Channels Listened to Regularly
XM Sirius
o m 15 N 69 u10+ Average #
1% | | 3%A Music § ' 85%B l —lofChannels
XM Total
20%| | 27% News EEEENREEREENS - 1o, (n=1,866) (A)
43% | | 43% Talk B XM AM
(n=846) (B)
38%} | 36% Sports
XM OEM
37% | |38%
Comedy m XM Total (n=820) (C)
(n=1,666) (A)
1% 1% Traffic/lWeather § M Sirius Total
(n=145) (B) Sirius Total
. (n=145) (D)
lw%s 73% Kids e
0% 20%  40%  60%  80%  100% 0%  20%  40%  60%  80%  100%

C7. How often do you listen to each of the following types of programming on XM/Sirius Satellite Radio?
C2. How many channels do you regularly listen to on XM/Sirius Sateliite Radio?
Letters indicate the valus is significantly higher than the value in the corresponding column at the 95% confidence level.

Base: All respondents
*Based to those with children in household (n=589)
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Music Programming
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Key Findings: Music Programming XAA SATELLITE
~

= Overall improvement opportunity for XM, Sirius satisfaction advantage.

= XM Subscribers are satisfied with both music programming, but directionally lower than Sirius.

— Hard rock and alternative music represent two genres that are relatively weaker for XM, with Hard
Rock creating significantly higher satisfaction among Sirius listeners. Pop music ratings should be
paid close attention to.

— Generally, lower satisfaction ratings by music genre tend to reflect niche programming that likely
appeals to sub-segments of listeners (such as World music, Contemporary Christian, Punk).

» Overall, “Rock” genres receives lower ratings among XM subscribers than Sirius.
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* Both XM and Sirius Subscribers state that Classic Rock is the most important music genre
for them followed by Rock, Oldies, and Soft Rock.

* There are very few differences in importance between XM and Sirius Subscribers overall.

—_
HKM
S
<~
4 (n=1644) 4
1. Classic Rock 56% 1. Classic Rock 59%
2. Rock 54% 2. Rock 54%
3. Oidies 48% 3. Oldies 46%
4. Soft Rock 37% 4. Soft Rock 39%
5. Country 36% 6. Pop 37%
6. Jazz 32% €. Hard Rock 36%1
7. Pop 31% 7. Classical 33%1
8. Aiternative 26% 8. Country 31%
9. Classical 24% 9. Jazz 31%
10. Hard Rock 24% 10. New Age 26%1
11. R/B and Soul 20% 11. Alternative 26%
12. Dance 17% 12. R/B and Soul 23%
13. New Age 15% 13. World Music/Reggae/Folk 21%1t
14. Punk 15% 14. Dance 21%
15. Hip Hop/ Rap 14% 15. Contemporary Christian 19%1
16. World Music/Reggae/Folk 14% 16. Hip Hop/ Rap 17%
17. Contemporary Christian 1% 17. Punk 16%
18. Gospel 8% 18. Gospel 13%
19. Latin 8% 18. Latin 11%
. J . J
C8. In general, how important to you are each of the following types of music programming? Top3Box Importance
Arrows indicate the value is significantly higher at the 95% confidence level. Base: Alf music listeners
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Music Genres Performance GOl
« o . XM TFLLITE
XM and Sirius Subscribers (Total) M raoio

~—
« Sirius Subscribers rate their service significantly higher on “Hard Rock”, “Dance” and

‘Gospel.” Overall, “Rock” genres receives lower ratings among XM subscribers than Sirius.

= The genres that Sirius subscribers state as being more important, are also the genres
where they outperform us.

ﬁ Significantly more important
| OXM (A) OSirius (B) | to XM Listeners
100% ﬂ‘Signiﬁcantiy more important
=R ‘D to Sirius Listeners
=3
8 & K Lz
—_ o7 | =2~ ~ \°\° =2 o
= 0% Y B T8 L os=h e ® = |\ 5 ) 1T T 1
o CN @ Lnd AP CL . S ~ ~ 2 =
m i — T o] o S = ~o %0 o < e <
«a ' ©® [~ — o | 2R &l ] o e.°\ - 53 xX e & =x
o } — o0 S [ © X0 \or- o8 © S5~ [} :D -0
o 60% - ' 0 28 prst b S8 RNe =0 3 b ©
- : Tl M Al &1 9| 8 88 24 8% o] 3
2 : e S N I i > R R Ry
S— M —— Q <« o
[ ' - N <}
Q 40% !
“ ]
£ '
A ]
g 1
T 20%- :
a ]
H
]
]
0% I‘ T L T 1 T T L] i L] T T T L3 T 1
3'% 5§ & % F § 5 £ 3 % 3 8 & E § % 5 g
() 5] o = ) ] S o B 2 (] 2 c > © 3 @ & S
N & 4 3 4 5 = & @ (4 » & < a il 2 @ H 3
S w ] o & o c @ - v o b4 a = o
2> a o o B 3 e c H o - £
o) u 0 = o £ o 4 €I = o
K S 0 s 2
o 2 I
XM Sample Size:[ 1666 | 1366 | 1368 | 1322 | 1315 [ 1099 | 1127 [ 1155 [ €02 988 973 935 825 796 712 685 770 574 524 546
irlus Sample Size:} 145 120 113 115 112 92 96 99 84 90 93 85 72 76 76 65 68 57 54 51
High+ XM Listener Stated Importance > ow
Letters indicate the value is significantly higher than the value in the corresponding column at the 95% confidence level. Base: All respondents who listen to genre

Proprietary & Conflidential 32





6085000 TIDRX

Music Genre Importance and Performance ‘Gaps’ =,
— XM Subscribers @ RADIO

* Hard Rock and Alternative music represent two relatively important genres that are considerably weaker
for XM. Pop music ratings should be paid close attention to.

- Generally, lower satisfaction ratings by music genre tend toreflect niche programming that likely
appeals to smaller sub-segments ; listeners (such as World mﬁ]sic, Contemporary Christian, Punk).

70%

Low Performance
High Importance
60%
g . Rock. Classic Rock
T 50% A
+ Oldies
3
L 40%
g Country * Soft Rock
« Pop * Jazz
30% 1 Alternativd
&
E 20% &B and Soul
£ World Music, Reggae, or » Dance
Folk-style « s Punk o ° Nepv Age
«» Hip Hop 8 Rap
10% 1 Contemporary Christian
* Latin + Gospel
0% v : .
70% 75% 80% 85% 90% 95%
Performance (% top3box among XM Listeners who rate genre very important)
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Key Findings: Sports Programming XM aoio

) e

= Satisfaction with Sports programming is at relative parity between XM and Sirius.

= XM Listeners being similarly satisfied with MLB and NASCAR programming as Sirius Subscribers are
with NFL and NBA programming (respectively).

* Sports programming is no more important to Sirius than XM Subscribers overall, and listening frequency
is no different.

— Relative to other sports programming offered on XM, college sports appeals to a very broad audience
but achieve a relatively low level of satisfaction among core listeners.

— While NFL is mentioned by a significant proportion of newer (past 12 months) Sirius Subscribers as a
reason for subscribing, very few Subscribers mention NFL as a reason for current satisfaction.
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Sports Programming Importance
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* Subscribers to both services state that NFL is the most important type of sports
programming to them. For XM, the NFL is followed by college sports and MLB in
importance and for Sirius by MLB and then college Sports.

* NHL and tennis are significantly more important to Sirius Subscribers than to XM
Subscribers. This provides on opportunity for XM.

_
-
XM
Sapas?
4 R
(n=1,666)
1. NFL 50%
2. College sports 42%
3. MLB 39%
4. NASCAR 20%
5. NBA 19%
6. PGA 16%
7. NHL 15%
8. Indy Racing 10%
9. Tennis 6%
. J

) SIRIUSH
(n=145)
1. NFL 68%
2. MLB 41%
3. College sports 40%
4. NHL 28% 1
5. NBA 23%
6. NASCAR 21%
7. PGA 16%
8. Indy Racing 15%
9. Tennis 12% 1
. W,

C11. In general, how important to you are each of the following types of sports programming? Top3Box Importance
Arrows indicate the value is significantly higher at the 35% confidence level.
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Sports Programming Satisfaction

XM and Sirius Subscribers (Total)

-
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* Overall, XM and Sirius sports programming listeners express similar satisfaction levels.

» Sirius enjoys high satisfaction of its NFL programming among listeners. XM Subscribers
are highly satisfied with the MLB programming on XM.

O XM (A) O Sirius (B)

ﬂ.Signiﬁcantly more important
to XM Listeners

100% 7 i ﬁSign}ﬁcantIy more important
' 88% to Sirius Listeners
) ) [ ] 81%
80% - :
) ! 70% 1% 2% T
= 68%gge, o —
S —95% . 64%
g ¢ 60%
2 60% - ) §5%
]
° : 49%
& :
| =4 ' 0,
S 40% : 38% 1T
Q ]
& i
w t
= )
o Ll
@ 209% - !
]
0% . NA NA N/A] l N/A NA | | N/A N/A A
0 T T T T T T
Sports E NFL College MLB NASCAR NBA PGA NHL INDY Tennis
OVERALL : sports RACING
XM Sample Size: 1,026 778 789 814 456 449 411 359 297 232
Sirius Sample Size: 93 88 67 63 46 57 40 50 41 32
High+ XM Listener Stated Importance »[ow

Q Please rate your satisfaction with [INSERT BRAND] Satellite Radio’s programming in each of these area
Letters indicate the value is significantly higher than the value In the corresponding column at the 95% confidence level.
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Sports Programming Importance and =

p ¢ ’ : XM aapio
erformance ‘Gaps’ — XM Subscribers =

S’

= College Sports is an opportunity where XM can improve performance in an area that is very

important to almost half the subsc]riber-base.——}

45%

Low Performance
High Importance * College sports
% +MLB

35%

30% A

25% A

Importance (% top3box amonf Total XM Subscribers)

20% - * NASCAR
* PGA
15% o
10% - INDY RACING
* Tennis
5% 1
0% v r v v v .
60% 65% 70% 75% 80% B85% 90% 95%
Perfomance (% top3box among XM Subscribers who rate genre very important)
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Sports Fan Profile
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* XM Subscribers are less likely to consider themselves NFL and NHL fans than Sirius
Subscribers, this would be in line given the current content deals XM and Sirius have.

XM ‘ XM XM
TOTAL AM OEM
(n=1,666) (n=846) (n=820)

(A 1B ()
lam an NFL fan 63% 59% 68% B 74% A
| am a Major League Baseball fan 52% 52% 53% 59%
lam a PGAfan 29% 27% 32% B 30%
lam an NBA fan 29% 27% 31% 37%
lam a NASCAR fan 26% 26% C 24% 30%
{am an NHL fan 23% 24% 22% 39% A
lam a tennis fan 17% 15% 20% B 23%
lam an IRUIndy car fan 14% 16% C 13% 19%

Letters indicate the value is significantly higher than the value in the corresponding column at the 95% confidence level.

Proprietary & Cunfidential 39

Base: All Respondents





98085000 IOKX

Importance of Key Programming Genres
XM Sports Fans vs. Non-Fans
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* Even though Sports Programming is very important to Sports Fans, other types of programming
are as important if not more important for Sports Fans than they are for Non-Fans.

* |n fact, only 14% of recently subscribed Sports Fans volunteered they subscribed to XM
specifically for a Sports Programming reason and only 8% of Sports Fans strongly agree that
‘when it comes to programming, all they really care about is sports’. (Data not shown).

\..

(n=1,041)
. Music programming 93% 1
. Sports programming 68% 1
. News programming 66% 1
. Comedy Programming 48% 1
. Local traffic & weather 47%
. Talk programming 40%
. Kids programming 15%

/

C86. In general, how important to you are each of the following types of programming? % Top3box Stated Importance

Arrows indicate the value is significantly higher at the 95% confidence level.

Proprietary & Conflidential
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. Music programming

. Sports programming

. News programming

. Comedy Programming
. Local traffic & weather

. Talk programming

. Kids programming

(n=625)
90%
17%
60%
42%
50%
37%

15%

J

Base: Sports Fans = Completely Agree they are a Fan

at any sport in K2/ Non-Fan = All Others
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Key Findings: Talk Programming XM troic
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» Overall talk radio performance is rated identically by XM and Sirius Talk Radio listeners.
» Stated importance for talk radio genres is more similar than for other genres.

* Politics represent the most likely target for improvement, being the most important talk
programming format, with relatively average performance.
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Talk Radio Importance

» Stated importance for talk radio genres is more similar than for other genres.
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— XM talk radio listeners rate politics highest followed by business/financial talk while Sirius
talk listeners rate sports talk the highest followed by entertainment.

— Business/financial talk is significantly more important to XM talk radio listeners than

Sirius talk radio listeners.

(@)

(n=1,666)

1. Politics 37%

2. Business/Financial Talk 34% 1

3. Talk about Sports 32%
4. Entertainment 30%
5. Talk about music 23%
6. Special interests 23%
\ )

C13.In general, how imporiant to you are each of the following types of talk programming?
Arrows indicate the value is significantly higher at the 95% confidence level.
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A (n=145)
. Talk about Sports 39%
. Entertainment 35%
. Politics 35%
. Special interests 26%
. Talk about music 26%
. Business/Financial Talk 25%
Y,

Base: All talk listeners
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Talk Programming Performance — XM vs. Sirius 2=
(Total) >&OV \. RADIO
= Overall talk radio performance is rated identically by XM and Sirius Talk Radio listeners.
— Except, XM Subscribers find business/financial talk more important than Sirius, but are
less satisfied with it than Sirius subscribers.

— ﬁSigniﬁcantly more important
. O XM (A) OSirius (B) to XM Listeners
100% - ' I .
' ﬂ‘Slgmﬁcantly more important
' to Sirius Listeners
]
80% - :
= ° ! . ﬂ 71% 71%
8 4% 64% 1 B4% O1° 619 64% 65% 66%
© : ° 60% o
Q o ‘ 58%
o 60% A 1 53%
- ' 49% °
g ' o
o '
g 40% - :
& '
£ :
% 20% S
a ° !
oo/l) v: T T T ¥
Talk OVERALL | Politics Business/Financial Talk about Sports Entertainment Special interests  Talk about music
Talk (such as advice,
home
improvement etc.}
XM Sample Size: 948 802 734 658 693 625 659
Sirius Sample Size: 83 73 62 65 75 64 63
High« XM Listener Stated Importance > ow
Letters indicate the value is significantly higher than the value in the corresponding column at the 95% confidence level. Base: All respondents who listen to genre
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Talk Radio Importance and
Performance ‘Gaps’ — XM Subscribers
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= Generally XM talk radio performance is relatively well matched to subscriber importance.

Politics represent the most likely
programming format, with relatively average performance.
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40%
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32% 4

30%

Low Performance
High Importance

* Business/Financial Tatk
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Talk about Sportg

28% -

N
@
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Importance (% top3box among Total XM Subscribers)
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£

22%

20%

70%

+ Special interests .

Talk about music

Entertainment

1

72% 74% 76% 78% 80% 82%

p

84% 86% 88%

Performance (% top3box among XM Subscribers who rate genre very important)

45

target for improvement, being the most important talk





26085000 MAORK

o
><M SATELLITE

~’ RADiO
v

Appendix

Proprietary & Confidential





€6085000 IOWX

Y gy,
o

SATELLITE
XM iianio
”
v

Sub-Group Analysis

Proprietary & Confidential





y6085000 TUOWX

P ey, S
o
><M SATELLITE
~s  RADiC
N’

g g

Music Genre Importance by Gender

= Female Subscribers rated a number of genres (Soft Rock, Pop, Country, R&B, Dance, Hip
Hop, New Age, World Music, Christian, and Gospel) as more important than Male
Subscribers who placed more importance on Hard Rock.

4 (r=1240) 4
1. Classic Rock 56% 1. Rock 57%
2. Rock 54% 2, Classic Rock 55%
3. Oldies 47% 3. Oldies 51%
4. Country 35% 4. Soft Rock 47% 1
5. Soft Rock 34% 5. Pop 45% 1
6. Jazz 32% 6. Country 41%1
7. Alternative 27% 7. R/B and Soul 32%1
8. Pop 26% 8. Jazz 31%
9. Hard Rock 25%1% 9. Classical 28%
10. Classical 23% 10. Alternative 23%
11. R/B and Soul 16% 11. Dance 23%1t
12. Dance 15% 12. Hip Hop/ Rap 23%1
13. New Age 14% 13. Hard Rock 20%
14. Punk 14% 14. New Age 20%1t
15. World Music/Reggae/Folk 13% 15. World Music/Reggae/Folk 18%1
16. Hip Hop/ Rap 11% 16. Punk 16%
17. Contemporary Christian 10% 17. Contemporary Christian 15%1
18. Gospel 7% 18. Gospel 12%1
19. Latin 7% 19. Latin 9%
\. \_ J
C9. in general, how important to you are each of the following types of music programming? Top3box Importance
Arrows indicate the value 1s significantly higher at the 95% confidence level. Basae: All music listeners
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Music Genre Importance by Gender
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* Younger Subscribers place greater importance on more music genres than Older

Subscribers. They also spend more time listening to satellite radio, use more presets, and
listen to more stations (not shown).

©

. Classic Rock

Rock

. Oldies

. Soft Rock
. Country

. Jazz

Pop

. Alternative
. Classical

10.
11.
12.
13.
14.
15.
16.
17.
18.
19.

Hard Rock

R/B and Soul

Dance

New Age

Punk

World Music/ReggaelFolk
Hip Hop/ Rap
Contemporary Christian
Gospel

Latin

A

53%D
72%CD
26%
26%
3%9%B
20%
54%BCD
566%BCD
15%
48%BCD
30%BCD
30%BCD
14%
38%BCD
16%
40%BCD
14%D
7%

\ 9% )

A

87%AD
69%CD
29%
36%A
31%
26%
37%CD
33%CD
19%
34%CD
17%
17%D
14%
18%CD
13%
14%CD
1%
7%

\ 8% J

C8. In general, how important to you are each of the following types of music programming? Top3box Importance

Letters indicate the vaiue is significantly higher than the value in the corresponding column af the 95% confidence level.
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A

68%AD
58%D
60%AB
44%AB
36%
36%AB
25%D
20%D
24%A
18%D
20%
14%D
19%AB
7%D
16%
7%D
14%D
11%

\ 7% J

AR

34%
24%
70%ABC
38%A
41%B
41%AB Top 5 Genres

13% by Age
6% shown in
36%ABC RED

5%
16%
9%
14%
2%
12%
2%
7%
8%

7% )

Base: All music listeners
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Sports Genre Importance by Gender
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» Male Subscribers place more importance on almost every type of sports programming than

Female Subscribers.

~
(n=1,256)
1. NFL 52% 1
2. College sports 44% 1
3. MLB 42% 1
4. NASCAR 21%
5. NBA 19%
6. PGA 18% 1
7. NHL 17% 1
8. Indy Racing 11% 1
9. Tennis 5%
. J

C11. In general, how important to you are each of the following types of sports programming? Top3Box Importance

Arrows indicate the value is significantly higher at the 95% confidence leval.

Proprietary & Cunfidential
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(n=410)

1. NFL 42%
2. College sports 35%
3. MLB 31%
4. NBA 19%
5. NASCAR 18%
6. NHL 11%
7. PGA 11%
8. Tennis 8% 1
9. Indy Racing 7%

\. J/

Base: All Sports Listeners
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Talk Radio Genre Importance by Gender
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* Male and Female Subscribers rated the importance of talk radio genres differently. Female
Subscribers placed more importance on entertainment-related genres while Male

Subscribers valued politics, business, and sports.

-
(n=1,256)
. Politics 40% 1
. Business/Financial Talk 7% 1
. Talk about Sports 36% 1
. Entertainment 27%
. Special interests 24%
. Talk about music 21%
\ v,

C13.In general, how important to you are each of the following types of talk programming?

Arrows indicate the value is significantly higher at the 95% confidence level.

Proprietary & Conflidential

. Entertainment

. Talk about music

. Politics

. Business/Financial Talk
. Special interests

. Talk about Sports

"

(n=410)

38% 1
29% 1
28%
23%
22%

22%

e

J

Base: All talk listeners
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Talk Radio Genre Importance by Age

* The importance of talk radio genres varies widely by age.

1. Politics

2. Business/Financial Talk
3. Talk about Sports

4. Entertainment

5. Special interests

6. Talk about music

A
()
31%
27%
38% D
40% BCD
21%

27% D

—

C13.in general, how important to you are each of the following types of tafk programming?

Letters indicate the valus is significantly higher than the value in the corresponding column at the 95% confidence level.
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36%
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35% D
31% D
23%

21%
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40% A

34% A

32% D

26%

24%

24%
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40% A
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Base: All talk listeners
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Analytical Explanation
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Derived vs Stated Importance
S’

* For the programming analysis, both derived and stated importance scores have been
utilized.

— The STATED importance scores are used for the analysis of genres of programming,
given the base sizes vary significantly from one genre to another and the relatlve sample
size is difficult to separate from impact in the derivation of importance.

* DERIVED importance scores have been used for all other touchpoint driver analysis.
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Step 1: Derived Analysis =
Identifying Delighted and Dissatisfied Customers g RADIO

* 1. Customers are divided into three unique sub-groups based on their overall satisfaction
with XM:

— Dissatisfied customers whose ‘must-have’ needs are not being met. Membership in this
group is often a reliable predictor of customer defection. For this study, dissatisfied
customers are defined as those who rated 1-5 on Overall Satisfaction with XM.

— Customers who are merely satisfied, and whose needs are only ‘adequately’ met.
(Defined as those who rated 6-8 on Overall Satisfaction with XM)

— ‘Delighted’ customers whose base expectations are generally exceeded. Members of this
group are most likely to be loyal, be advocates, and may have higher spending levels.
(Defined as those who rated 9 or 10 on Overall Satisfaction with XM).
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Step 2: Derived Analysis =
Penalty/Reward Analysis g RADIO

= 2. A Penalty/Reward analysis was used to determine the key drivers of satisfaction and
dissatisfaction. Separate models are run based on the understanding that the drivers of
dissatisfaction and satisfaction (delight) can be different.

= Step-by-Step description of Penalty/Reward analysis:
— A Dependent Variable is measured on a 10-point scale.

— A set of Independent Variables are also measured

— The more likely customers are to use the top 2 scores (9 or 10) for any
independent variable when also scoring the dependent variable in the top 2,
the greater the reward. Conversely, the more likely customers are to use the
bottom 5 scores (1, 2, 3, 4, or 5) for any independent measure when also
scoring the dependent measure in the bottom 5, the greater the penalty.

Proprietaty & Conlidential 56





€£0TBS000 ADKX

Step 3: Derived Analysis
Importance Performance Analysis
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* 3. Our quadrant charts are related to the Penalty/Reward analysis. Attributes are plotted against two axes, Importance and

Performance.

— The Importance axis plots Penalty or Reward values derived from the Penalty/Reward analysis. The values are shown as a
relative percentage for all the attributes included in a group. As such, the sum of the importance values is always 100%. The
higher a value is, the more important it is considered within the group. Importance values should not be compared across

groups.

~ The Performance axis plots the proportion of customers that rate an attribute within the range of dissatisfaction or within the
range of delight. In the case of a Dissatisfaction quadrant chart, the proportions go from high to low. In the case of a Delight
quadrant chart, the proportions go from fow to high.

* We create quadrant charts by dividing the plot area into four zones based on mean Importance and mean Performance values (see

Low Performance/High Importance is the most critical quadrant. Attributes that fall

here represent areas of above average impoitance and below average performance.
These areas should be considered primary improvement opportunities.

The Low Performance/lL.ow Importance quadrant represents areas of below average
importance and below average performance. These areas should be considered

The High Performance/High Importance quadrant represents areas of above
average importance and above average performance. These are high importance areas
where performance is good. These should be monitored closely over time as they

The High Performance/Low Importance quadrant is the least critical. Attributes
falling within this quadrant are of below average importance and above average

below).
50%
qu Performance High Performance
High Importance High Importance
40%
) () : n
8 30% h ~ secondary improvement opportunities.
c
£ S i
(-]
o
E 20%
- VR egr s H
\/3) &) could become critical areas if performance slips.
10%
Low Performance High Performance
{—LOW Importance Low Importance

0%

100% 5%

50%

25%

Performance (% Bottom5Box)

0%

performance. [t is possible that too many resources are being invested into attributes
falling within this relatively unimportant area.

* All attributes are presented in a legend below the quadrant chart. Attributes are numbered in descending order of
importance and attributes that fall within the Low Performance/ High Importance quadrant are bolded and highlighted for

easy identification.
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Background and Objectives

= As a part of maintaining and continuing to grow the subscriber base, XM Satellite Radio
has initiated an ongoing customer satisfaction program, beginning in October 2005.

* Primarily, this program will identify diagnostics for action planning to build customer
satisfaction, loyalty and retention among XM Satellite Subscribers by addressing the
following specific objectives: |
— Understand how satisfied subscribers are with XM Satellite Radio, overall and across

key product attributes of the customer experience.

— Benchmark subscriber satisfaction with that of Sirius Satellite Radio Customers, and
understand potential Sirius vulnerabilities (and XM Satellite strengths) vis-a-vis the XM
Satellite Radio experience.

— lIdentify the key drivers of satisfaction for subscribers, the greatest potential
improvement opportunities, and where possible link to business process levers that can
be used to improve performance on key subscriber needs.

* A secondary objective of the study will be to assess the role satisfaction plays in building
customer loyalty, and how it works along with key marketing dimensions — brand, offerings,
pricing — to impact customer behavior.

Proprietary & Conflidential 58





S0TB8S000 SUORX

Methodology
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= Ipsos conducted online interviews with XM and Sirius Subscnbers between October 5 and October 23 as
follows:

- 1666 interviews were completed with XM Subscribers. All sample was provided by XM.

— 145 interviews were completed with Sirius Subscribers, using subscribers pre-identified on the Ipsos online panel.
Subscribers were interviewed if they met the following criteria:

— Have a paid subscription

— Are the primary or one of the primary listeners in the household

— Are the primary or joint decision-maker regarding subscribing to Satellite Radio

— Are not employed in marketing research, radio, electronics or automotive sales

Total subscribers in this report represents the approximate ratio of OEM to Aftermarket Subscribers at the
time the study was conducted.

Given this ratio is subject to seasonality, the profile of XM Subscribers in total may look different at
different times of the year (OEM Subscribers: 49% vs Aftermarket 43%, Gift 8%).

— Sirius Subscribers are predominantly (80%) Aftermarket and therefore, we do not have a separate read on OEM
market for Sirius Subscribers

Subscribers are defined as ‘OEM’ or ‘Aftermarket’ based on their receiver, or where more than one
receiver is owned, the receiver they use the most.

NOTE: These results cannot be compared to the Brandware tracking study since methodology varies:

—  Using XM Database for sample in the Ipsos study vs. a random sample in Brandware

— The scales are different (10-point scale in Ipsos vs. 5-point scale in Brandware)

— Sample size/margin of error very different with Brandware being smaller

— Brandware results are not weighted to reflect accurate proportion of OEM vs. Aftermarket or news vs. Tenured subs.
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2006 XM Corporate Strategy/Planning Meeting

Content:
How Arec We Doing? Where Do We Need to Go?
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Content Agenda
m

+ Content Strategy: What XM set out to do and why

* Teoday: How have we done and learnings/insights

* Tomorrow: Trends we're seeing in the overall/competitive
marketplace and relevant major learnings/insights

« Discussion:

Based on major questions, issues, what are decision

points and options in formulating our strategic direction and
growth-driving initiatives
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» Content Strategy: What XM set out 1o do and why
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What XM Set Out to Do and th
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XM'’'s Long-term Attraction to Consumer
and Discriminator versus Competition:

» Breadth, Depth and Freshness of Content

+ Presentation of Content and Ease of Use by the Consumer Enhances
Attractiveness of the XM Brand

+ Deliver the Total “Infotainment™ Experience
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The XM “Infotainment” Experience
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XM Content Strategy Overview

Establish XM as the “dastinanon of choica” for Mobile and Fixed Music, News, Talk, Entartainment and
Sports Content acrass America where Carrent, Fresk and Alive Content in Combinanon with Stored
Maierial 15 the Long Term Diffarentiator in Atiracing and Retaiming the Lizisnars.

8

Koy Programunng Centont Objoctives
1 Contewt o N Amerd 4 XM Superseands
Z Content Targets Compleientary Growth s Balancy Cost of Conttend and
Srpments Make .. Buy
3 Rolloct Currewt Culturs & Dcvolop Content Altractive te
3 TR .‘.zx
a3 B.Subscriber Torget Demographics oo rt 3¥.

1. B aamitwanst Axperite « Peivons 33-54 witl xweoage qwf” ‘

H Muratrenn Amernica « lorsons 18-24 and Persom 53¢

3 Crowth Segments
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Content Strategy Goals

« Offer “something for everyone”

+ Be appealing to potential and existing XM subscribers
{ difference between Acquisition and Retention content)

» Provide Content attractive both to Aftermarket and OEM
subscribers

» Grow overall XM listenership steadily over time, keep customer
satisfaction high and chumn relating to Content low

+ *“Living Content™ that changes with cultural tasics and delivers the
“total infotainment experience”
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Content Agenda ==
» Today: How have we done and learnings/insights
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Subscribers are Satisfied with Acquisition Content

and are Talking About It
TS SN S

B Subscribers are very satisfied with the
O&A (80%5) nd Bob Dylaw (66%).
“54% of O&A listeners are
promating XM by telhing people 1o
get XM 10 histen; 29% for Bab Dylan
q O&A are performing particularly well
- Ranked 13 1n Arbitron Spring 2006

12~}
« Have commercial appsal with 23%
having purchased something 1alked
abowt on arr

! i

i

s 5
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i1

1|

" - L » o~ »e (34 »e
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Beursw DRA saé Dylas Show Surveys 2006
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BATELING
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Subscribers are satisfied with XM's coverage of
Live and Event-driven plap-hy-play Sport
« All XM co-produced coverage of sporting
evenis score in ta the “Inghly sangted”
range of 8096+

Live and Evens-driven play-by-play are
necessary complement to ESPN and Fex Sports

i
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Testing the XM SuperBrand Concept:
“Center Lane” and “Shoulder” Programming

q The XAL Super Highway 15 proving out through research:
« Camar Lane: M. s or Mass Market t looking for fumihanty
« Shoulder: Segmonts where we “hook™ subscribers with Jocusod (and ofien exclusivei
cuntent und kvep them enguged, sutlsfled und uctive umbsasudurs for XM

» Active XM Crasx Promanon of hoth lanes, leads tn expinranon and discovery of tiher XM
content which leads 1o ngher overall TSL

s Niche progr g will ult ly be XM's differennator — peecls Markenng foons

» Acquisinon .. Retention Conient theory is atill being tested

Mainstream = Centey Lane = /72 Lyiwven.. Broud.appead

200020 ... Hi 6 ... Top Tracks ... Big Tracks ... The Decados
| esgpne. LK e R
it G 3 B2 Oeeey S o e
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Sosrce  Raewey Super Brad R0idy 1008 —r
Cudiborrm' i £ X0 Tonar Lady o
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As XM Extends to New Media Platforms, Listenership Trends are

Consistent with Our Cure Sutellite Service (rofer to page 9)
e et st v e icim

XM Current Content Valus Propositivns wod Distribuliun

IRTELLITR
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Ported for Agprepeied Music and Xod-oensd Talt XM-owned
Mutic, News, Taik. Sporm, talans dvereitmtion; nes g partal Music andl Talk Tolent
TAW, Datu Swvscex Jor ihwd puriy News, Talk, Syndiverion
Sports, T&W
A
48 )
Satelite - XM Radig - DireeTY Terrsstrial Radlo
Clamnel Productios Chiennai Froduction Chanusf Production Syndication
* XM Muse Chanml * T+ XM M Channels v XM Mus Chaueh
v XM Unstomn Busincss
Channels

XM Origira) Production
Anat Condidential
CaA
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Aggregatian/Distridution

*  heva, Tall, Sprh,
Traifie & Westher
Av Dats Services

XM Qrigiunl Production

. * + Amst Confidantal
-~ OaA

*  Bob Edwerds

(*ADL /+ Altely

Aggregatimulistrikution
*  Opmh & Pias
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* oaA
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»  Bob Edwards
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Content Agenda

+ Tomorrow: Trends we're seeing and relevant major
learnings/insights
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XM’s non-Music Format Providers Have Big Plans for the T L
Internet and Wircless Applications ==

Sawllito radio is moroly ono distnbution spoke s major modis companics’ ' 360" multi-platform snd intogration
approsch to distribution portfotios, evedally N"v» and Sporta i

«  Our iwlis parmen’ robust mulli-platfonm straiegics bclude stratifymy rights alung 2 dmemions,

~ Mo disiribution plaifi invluding their uwn and third paty plotfonne
» (ONN.com: “CNN Pipedine™ and athers
» BBC.com: “BBC The Mobile Edition® and others
» (NBC.com ws MSN Money com
» ESPN.com

- Devices, ncluding thelr own and third party devices
» “ESPN Mobile Phone” trough Sprint (MVNO)

«  Portfobo of new wervices options available:

FHONES
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" — WINOWY
¥
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] Wy Rador | tw¥ e | Mauly

~ XM fuhare non-Musis rights nonts could increass significantly as wo renow contmets, dopending on
new devics plattorms wncsh urg%:?"e.g. Intorney, Coll thxg::ﬂpmt\}’y- pen
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Increasing Consumer Options for Music Discovery and Consumption
require XM to Establish Music Leadership “Credentials™ to

Maintain Qur “Infotainment™ Relevance

8 of Music D y and C
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XM's Music Competitors Also Have Big Plans for the Internct and g sirine
=

Wireless Applications
D T —— T o880t Y, o Pt P28 e Pt et i Smsrtrenmmremrvmmemng s

Establishod multi-madis competitors have robust multi-plarform Music sirategies, including
integration and distribution of music cantent and music information through’

« Media distribution platforms- thew own Internet sites and third party platforms
~ MTV twough MTV.conr's, MT\" Radio (fise), Urge (subsenpnion Radio and Joads)
and thyough -Tunes (sudio and video)
~ Omvline tevestrial Radio nimulcasts
- UL ~ on-demand musk/videos - mamstream and *Format Lab”, plus “Strippod ~ Raw
and Real®  their answer to Artist Confidential

» Devices  their own and third party devices
-~ CCU's Z100 through cell phones, with more planned
- Appke iTunes/iPodd, snd new Micrnofl Zunce
-~ VCast Download Service ~ Venzon, coll phones

Swadubrsios® sk Fowrw wre brmnains of Y4 Sonhs Sbe ¢ Kb

+Add Sirivs, HD Radio
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Demo - Personalized Competitive Products to XM*
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Content Agenda

» Discussion: Based on major questions and issues, what are
decision points and options n formulating our strategic direction
and growth-driving initiatives
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‘The Following Points Should be Considered ... (10f 2)

()

3

The environment for delivering the Total “Infotainment™ Experience has changed and
continucs 1o change quickly

XM's revised Content Strategy must include distributing Content on new Internet/Wircless
platforms complementary 10 our core satsilite offoring and tarpeted marketing to proven,
established Music ssgments by focusing on Music difterentiation through **ihe Music

Authority™ approach
XM shoutd focus on & horizontal Content aggregation strategy' for the core Satellite service
and narrower vertical stratoey focumng on Music fix new distribution platforms

+ Could requite &t least 2 Marketing Messages
* Could reyure new Content Rights ay we mave Rirward

Conrent S{rutesy must consider & new set of dimensions and decision pointy

[ aid
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The Following Points Should be Considered ... (2ol 2)

+ XM Can and Should Leverage more Musi t Differentiafio
+ XM should ferget and market 1o proven Music ssgments

+  While commersial-fres Music is currently our Key Content Differentiator, XM
should extend Interne¥Wireless p and b The Music Authority™

» XM can further di 1k itics over the Satellite,
through seiect syndication, podcasts, exclusive s d shows, on-d d show
wrchives and clips.

* XM should 13 j jation o by treating all Sports / Tesms ¢

Conferences / Loagues as nichs Content and target segmonts

*  Future Bandwidth Considerations -~ XMH and resllocation

o Sy Kby
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Content Rights and Consumer Messaging Become More Complicated @ s
as We Eatend Horizontal and Vertical Distribution =

XM’s Go-forward Content Smteey Focus

Horizontal Aggregation
for Sateltite Piatform

; Mg;gam :

g B2 S Dty
)

XM's clowed satellite
network Is 2 oruque portal
In continue to aggregate and
distribute from o rights
perspective

Marketing Message {

Vertical Creation/Ownership and No Vertical Aggregation and Distribution for
Distribution for XM Interaet / XM Internet / Wireless Platforms
Wirsless Platforms

Mot major Third Party Newws, Talk, Sporte and
X-oroated and owned contont T&W contont provders have tholr own [nternot
provides maimum opportundy for and wircloss digital distribution modelsplans and
distribution over other platforms from wilf only provide other Intemet WirskssvDrgatal
a nghts pempoctive nghis to XM at cosis potntially sigmficantty

ncrem: urrend
wnlal 10 Our ¢ SDARS nghis

oo ikl e et of (4 ok B % ==
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XM’s Go-forward Content Strategy Must Consider a New Sct of

Dimeasions and Decision Points

- RFIRIISIC
v

T

1 Contant Awlo
- Infotmstion
- Dota
2 Content Vaive « Atxuisiton ve Retentoa Contert
» Crecuntaly
- iniDrmation Concwige
- y VBive Pro LY.
3 Disinbution Pistiorm Sateliee Intesnet 7 Physcel Cther
Wiraless WMedia
4 Righis
5 Cost-Baneft
6 Subscrber Messaging 2, "Cortamt % on e S5, Dis Not on XARDY, “commeiciailies”

Owddesivl wd Poamrrerwy afcsmmanm, of YW Srseon Ry ut

PATEALITE
RADiS

o

mi et A At b e et
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BRTELLITE
BARID

XM Should Leverage Music Differentiation and Market to
Established and New Segments...*100 Niches of a Million”

gj Example: 26% of 04's subscribers haten 1o of lecxt ome (1) Country Muyie chennel durng on
average week or an oudisnce of ~3, I, The wial US avudiencs for Country Miisie can b
cstimatod 10 be 6O, Country Munie abio gonorated 31,38 in Music sales in 2008, Country
and other mawnsiream and mchs Msia ganres provide sigmpficant opporturaties for XM,

()

B s o g Nowige CHOIAT ad Cre

e {parsin, Conevoyew Wecrwne $UG Ewc
ke ey et bantn Masd Mamy ¥ e LR

I Lt v Vo N ST The Sasrs Ward Wve v
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«Add Sirins, HD Radio
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The XM Experience Page 1 of 3
SX Exhibit 006 DP

Don't take our word for it . . . following are comments from our customers.

I had grown tired of AM/FM radio. I hated the annoying commercials, the contests/lotteries and
the same songs over and over. It got to the point where I did not enjoy listening to the radio.
That changed when I got XM in June 2003. I have listened to it every day since, The
programming choices are Incredible. Also, to hear music on the radio without any commercials is
a dream come true! I'm impressed with the shows that get broadcast as well as the excellent
DJ's/PD’s that are a part of XM.

William R.
Dolomite, Alabama

I knew the clarity would be great where I live because of the open space. However, I was amazed
to find that when I traveled throughout downtown Chicago, the reception was still crystal-clear

‘ when crammed between the skyscrapers of Michigan Ave as well as all of the underpasses I
encountered. Great work XM!

Lifetime Subscriber Here!

Trent S.
Bushnell, Illinios

The proof of the pudding as to the superior quality of XM radio lies with a behavioral change in my
husband. Prior to getting XM he would opt for the couch and TV and let me go off on my own.
Now he insists on joining me and as soon as he slips behind the steering wheel he puts on the XM

radio.

Rochelle S.
Fort Lauderdale, Florida

THANK YOU, THANK YOU, THANK YOU... Since I activated my service two weeks ago I have yet to
listen to anything other than the XM format. Unbelievable sound quality, content and selection. No
more need to ever buy another CD.

The service is a bargain at twice the price.

Your loyal listener for life. FINAL

Mike S.
' Simi Valley, California
S SX Trial Ex. ﬂ

http://testimonials.xmradio.com/ 10/27/2006
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‘ The quality of the programming is truly incredible! Now, how do I manage to ever get out of my
car?

william L.
Denison, Texas

Damn XM. It now makes me want to spend more time in traffic and even take the long way
home. Great entertainment but start watching your mileage and fuel consumption go up. It's that

good.

Timothy L.
Aliso Viejo, California

I am very impressed with the XM Service. The sound is crystal clear and the bass out of my
subwoofers has the windows shaking. The mixture of all types of music is delightful with the
sports, weather, talk and comedy. This is tight. It is a must have for music lovers.

Jon P,
West Trenton, New Jersey

Commuting s better now! People convicted to road rage should be sentenced to XM.

‘ Joseph L.
Seattle, Washington

As an over-the-road truck driver, I was totally frustrated with losing AM/FM signals every few
miles. Not anymore. With XM Radio, there's crystal-clear reception throughout the USA and so
much news and entertainment to choose from. This is a driver's dream come true.

Rob and Fran B.
Sumterville, Florida

My radio was activated at 1:30 AM EST and within one hour I had gotten more out of XM than in
20 years of listening to FM radio....the programming and signal quality are absolutely
astounding....

Kurt U.
Mount Vernon, New York

XM has made my life easier, Before XM I always had a problem, I could not leave the house in the
morning on time because CNBC would release important financial news info that I could not go
without. I would just stand there with my car keys in my hand. Now thanks to XM I can leave the
house with ease because I can take CNBC with me on the road. XM is the best.

‘ Charles G.
Boston, Massachusetts

http://testimonials.xmradio.com/ 10/27/2006
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Signed up just hours ago and am truely thrilled. XM Radio is everything you advertise and more.
My hearing is lower than average but the improved sound quality is so, so obvious even to me. I
drive on average 4 hours per day so will tune in alot but I recommend anyone that drives to get
this radio. A great deal, you have changed radio forever.

Greg K.
Milledgeville, Georgia

Read More >

Comments were collected from the XM web site from 2001 - 2004. Some quotes have been excerpted for brevity.

R _ Activate Radio  Listener Care Newsletter AboutUs - ContactUs

G Sateihite Roe

http://testimonials.xmradio.com/ ‘ 10/27/2006
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Fantastic! My new Cadillac includes XM and it has completely changed my driving experience. I
never listen to conventional radio any more. Just flip from Sunny to Blue Grass to classical to old
radio programs to 50-60 tunes to CNN. It never ends. And the sweet quality! I swear, I have sat
in the car listening after I have arrived at my destination...and that has never happened to this
busy guy. When an old friend told me he was buying a new car, I suggested that he include XM.
He did so and told me within a week that it was the best feature on his new car. I agree.

Bob G.
Arlington Heights, Illinois

......................................................................................................................................................................................

Without a doubt the greatest new entertainment experience of the decade. Programming is
awesome. It will take months just to sample everything available.

You delivered more than I expected.

. ‘ Mitch W,

Lake Mary, Florida

XM is like having the biggest cd changer go with you everywhere. Say goodbye to all of those
annoying commercials and say hello to XM,

Derek K.
Macomb, Michigan

I.am a long haul truck driver who really got tired of always trying to find something decent to
listen to. You have solved that problem and I thank you so much. The sound quality is amazing.
This is as much a leap from FM as FM was from AM.,

A CUSTOMER FOR LIFE!!!

J.R. S.
Georgetown, Texas

XM radio is a dream come true. I am addicted to it. I have already turned several members of my

family and some friends onto it. People from all ages In my family have found music channels

taylored to their tastes. My father-in-law can't live without his 50's and 60's music, as well as the
‘ comedy channels. I am impressed with LUCY channel 54.

Jose M.

http://testimonials.xmradio.com/xm_experience/xm_experience_more.html 10/27/2006
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‘ Viejo, California .

For pennies a day I get to hear exactly what I want, when I want, and best of all ANYWHERE I
want!

If you love music and are a radio fan who is sick and tired of losing your favorite station to a
format change, or if you are unable to find a station who even offers your favorite format, I urge
you to sample XM radio! I think you will be very pleased, I know I am!

XM ROCKS! Goodbye FM, FOREVER!!

Darry!l C.
Los Angeles, California

Am I ever impressed! I travel several states for the company I work for as an account executive
and am often in areas without radio coverage. XM Radic will now allow me to enjoy my new
favorite stations and keep up with the pace of fast changing news where I would never be able to
before.

Thanks XM!

James G.
Greenville, Texas

’ < Previous

Comments were collected from the XM web site from 2001 - 2004. Some quotes have been excerpted for brevity.

“Home ~ ActivateRadio . UistenerCare WNewsletter  AboutUs - ContactUs  News

http://testimonials.xmradio.com/xm_experience/xm_experience_more.html ' 10/27/2006






G XA [eHL XS

"TVNIA

+ (M)

February 20, 2007

SIRIUS A&

SATELLITE RADIO

5

[

N SX Trial Ex.






Forward-Looking Statements

This presentation contains “forward-looking statements” within the meaning of the Private Securities Litigation Reform Act
of 1995. Such statements include, but are not limited to, statements about the benefils of the business combination
transaction involving Sirius Satellite Radio Inc. and XM Satellite Radio Holdings Inc., including potential synergies and cost
savings and the timing thereof, future financial and operating results, the combined company’s plans, objectives,
expectations and intentions with respect to future operations, products and setvices; and other statements identified by
words such as “anticipate,” “believe,” “plan,” “estimate,” “expect,” “intend,” “will,” “should,” “may,” or words of similar
meaning. Such forward-looking statements are based upon the current beliefs and expectations of SIRIUS’ and XM's
management and are inherently subject to significant business, economic and competitive uncertainties and
contingencies, many of which are difficult to predict and generally beyond the control of SIRIUS and XM. Actual results
may differ materially from the results anticipated in these forward-looking statements.

The following factors, among others, could cause actual results to differ materially from the anticipated results or other
expeclations expressed in the forward-looking statement: general business and economic conditions; the performance of
financial markets and interest rates; the ability to obtain governmental approvals of the transaction on a timely basis; the
failure of SIRIUS and XM shareholders to approve the transaction; the failure to realize synergies and cost-savings from
the transaction or delay in realization thereof; the businesses of SIRIUS and XM may not be combined successfully, or
such combination may take longer, be more difficult, time-consuming or costly to accomplish than expected: and operating
costs and business disruption following the*merger, including adverse effects on employee retention and on our business
relationships with third parties, including manufacturers of radios, retailers, automakers and programming providers.
Additional factors that could cause SIRIUS’ and XM's resuits to differ materially from those described in the forward-
looking statements can be found in SIRIUS’ and XM’s Annual Reports on Form 10-K for the year ended December 31,
2005, and Quarterly Reports on Form 10-Q for the quarters ended March 31, 2006, June 30, 2006 and September 30,
2006 which are filed with the Securities and Exchange Commission (the “SEC") and available at the SEC’s Intemet site
{http://www.sec.gov). The information set forth herein speaks only as of the date hereof, and Sirius and XM disciaim any

intention or obligation to update any forward looking statements as a result of developments occurring after the date of this
press release.

SATELLITE RADIO
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Important Additional Information

This communication is being made in respect of the proposed business combination involving SIRIUS and XM. In
connection with the proposed transaction, SIRIUS plans to file with the SEC a Registration Statement on Form S-4
containing a Joint Proxy Statement/Prospectus and each of SIRIUS and XM plan to file with the SEC other documents
regarding the proposed transaction. The definitive Joint Proxy Statement/Prospectus will be mailed to stockholders of
SIRIUS and XM. INVESTORS AND SECURITY HOLDERS OF SIRIUS AND XM ARE URGED TO READ THE JOINT
PROXY STATEMENT/PROSPECTUS AND OTHER DOCUMENTS FILED WITH THE SEC CAREFULLY IN THEIR

ENTIRETY WHEN THEY BECOME AVAILABLE BECAUSE THEY WILL CONTAIN IMPORTANT INFORMATION
ABOUT THE PROPOSED TRANSACTION.

Investors and security holders will be able to obtain free copies of the Registration Statement and the Joint Proxy
Statement/Prospectus (when available) and other documents filed with the SEC by SIRIUS and XM through the web site
maintained by the SEC at www.sec.gov. Free copies of the Registration Statement and the Joint Proxy
Statement/Prospectus (when available) and other documents filed with the SEC can also be obtained by directing a
request to Sirius Satellite Radio Inc., 1221 Avenue of the Americas, New York, NY 10020, Attention: Investor Relations or

by directing a request to XM Satellite Radio Holdings Inc., 1500 Eckington Place, NE Washington, DC 20002, Attention:
Investor Relations.

SIRIUS, XM and their respective directors and executive officers and other persons may be deemed to be participants in
the solicitation of proxies in respect of the proposed transaction. Information regarding SIRIUS’ directors and executive
officers is available in its Annual Report on Form 10-K for the year ended December 31, 2005, which was filed with the
SEC on March 13, 2006, and its proxy statement for its 2006 annual meeting of stockholders, which was filed with the
SEC on April 21, 2006, and information regarding XM's directors and executive officers is available in XM's Annual Report
on Form 10-K, for the year ended December 31, 2005, which was filed with the SEC on March 3, 2006 and its proxy
statement for its 2006 annual meeting of shareholders, which was filed with the SEC on April 25, 2006. Other information
regarding the participants in the proxy solicitation and a description of their direct and indirect interests, by security

holdings or otherwise, will be contained in the Joint Proxy Statement/Prospectus and other relevant materials to be filed
with the SEC when they become available.

(((><~\)))_ | ] !

usi

ELLITE RADIO

o ¢ ®

SA





Mel Karmazin
CEO, SIRIUS Satellite Radio






" Combination Benefits Consumers and

N Shareholders Allke .

m Provides consumer with best-of-breed programming and innovative
products and services

m Company better positioned to compete in rapidly evolving audio
entertainment marketplace

m Best-in-class combined management team with proven leadership
m Potential for meaningful value creation through cost savings

m Merger accelerates and enhances cash flows
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_ Advantages for Subscribers

= Best audio content available anywhere

m Broader content choices

m Greater program diversity can address underserved population groups
m Best content from both companies

m Accelerated technological innovation

- SIRlusHy e (=)

o @ ®





Accelerated Technological Inp_qyat_i_qr_\_ I

m Accelerate development and commercial infroduction of radios

allowing consumers access to a full range of programming offered by
XM and SIRIUS today

m Focus engineering talent and capital resources on developing highly
portable, low-cost, easy-to-use, multi-functional devices

m Improve technical capabilities of next generation satellites to enhance
service quality and breadth of products supported

m Offer consumers innovative value-added services, including live video,
real-time traffic and weather, and infotainment options

() , |
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| Greatvalue for Shareholders

m Significant, realizable cost synergies
m A fantastic growth story with strong future cash flows

m Greater programming diversity reaches broader audience and
expands addressable market

m Carefully considered path to regulatory approval

IRIUS A/ :
SATELLITE RADIO






Wall Street Analysts Estlmate 83 - $7 Billion in

Capltahzed Cost Savmgs

m Synergy value equivalent to market capitalization of SIRIUS or XM

m Operating cost savings achievable in every P&L line item
— General and administrative costs

— Sales and marketing costs

— Subscriber acquisition costs

— Research and development costs

Product development, manufacturing and inventory costs
— Programming operating infrastructure

m Longer term, satellite fleet, terrestrial infrastructure, and other capital
cost redun_dancies will offer additional shareholder value

(((><~\>)) ; SIRIUS
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Significantly Enhanced Advertising Platform

 YE 2006 Satellite Radio Subs
(Millions)

'SIRIUS .
560

m Merged company is more
attractive to large national
- advertisers that have a

significant number of media
alternatives

m AM/FM radio 2006 advertising
market ~$20 billion(

— Satellite radio 2006 advertising
market ~$70 million@

m Advertising sales expense
savings

(1) Source: Radio Advertising Bureau {(www.RAB.com)
(2) Source: Consensus Wall Street estimate

- SIRIUS
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Approximately 14 Million Subscribers and

Ending Satellite )
Industry . Radio & DBS Wireless
Subs (MM) MM Subs (MM) Subs (MM)
14 13.6A 80 180
Wireless 160
12 70
. 60 140
! 120
50
8 100
40
6 - 80
30 £oul
Satellite TV 60
4
20 40
2 : 10 20
0 DR RIS S NI | .0 0

1Q2Q3Q4Q 1Q02Q3Q4Q 1Q2Q3Q4Q1Q
2003 2004 2005

Source: Company Data

Y1 Y3 Y5 Y7 Y9 Y11 Y13 Y15 Y17 Y19
Years Since Launch
Source: UBS Research
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- Unique Nationwide Audio Entertainment

Investment Opportunity

m Greater Programming Choices
m Accelerates Technological innovation &
(((W))) Data Services Availability I RI
/= Better Positioned to Compete in Rapidly SATELLI
Evolving Audio Entertainment Industry
m Increases Advertising Reach
m Improved Financial Performance
through Realization of Cost Synergies
m Enhanced Operating Leverage
Resulting in Accelerated Free Cash
Flow Generation

m Highly Experienced Management Team
from Both Companies with Proven
Leadership

m Significant Value Creation for all
Stakeholders

» s ;_!—E L L!T E RA?O 12 | | (((m)))
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Gary Parsons
Chairman, XM Satellite Radio
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Transaction Overview

Transaction

Exchange Ratio
Pro Forma Ownership

Leadership

Board Composition

Anticipated Close

Approvals

n( Tax-free, all-stock merger of equals ]

LN

_EFixed exchange ratio of 4.60 shares of SIRIUS for each XM share

[ ~50% SIRIUS shareholders; ~50% XM shareholders }
f Tt - T TTTTTTTTTT™N
Gary Parsons, Chairman
Mel Karmazin, CEO
— S
s N
12 directors: Chairman, CEO, 4 independent members
Jesignated by each company, GM and Honda representatives
— e - — e = - s ——— s e o s enamt oo et e
[ End of 2007, subject to regulatory approval }
C e . R
| SIRIUS and XM shareholders, and regulatory approvals J

SIRIUS &/

SATELLITE RADIO
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 Regulatory Overview

m SIRIUS-XM combination is in the public interest

— Greater choice of programming, best content and devices from both
platforms

— Eliminating duplicate channels allows targeting of underserved communities

m Robust competition post-merger

— 223MM weekly AM/FM radio listeners in US today across more than 10,000
radio stations

Current subscriber base ~10% of US househalds, < 7% of US vehicles

Market for audio entertainment has evolved dramatically with expanding
competitive options
« iPod/MP3/Internet radio are growing rapidly with proven popularity

« Cell phone operators are driving into their networks and handsets music capabilities
quickly (i.e., iPhone, VCast, LG Chocolate, MobiTV, etc.)

» Emerging next generation networks/technologies will provide additional competitive
alternatives (i.e., WiMax, Modeo, MediaFLO, etc.)
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~ Regulatory Overview (cont’d)

m Combined company’s success will be driven by increased subscriber
penetration

— Subscriber growth and future success will be dependent upon attractive
consumer price points for both equipment and service
m Efficiencies from combination will allow SIRIUS-XM to compete more
effectively and benefit consumers

— Efficiencies allow company to deliver a better product over time with greater
programming options to current and future subscribers
m Anticipate working closely with regulators

— We have reviewed the regulatory aspects of this transaction and expect to
secure approval and close the transaction in a timely fashion
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Enhanced Competltweness in Rapldly Evolvmg

Audlo Entertamment Marketplace

~ Licenses Granted - 1997 Expanding Environment - 2007






Putting Satellite _Ra{d‘io in.antext

e mpen et gl

MM of Units

250
200
150
100
E
50 S
14
; B b
. 1) (2) . . . (5)
Vehicles PCs AM/FM Radio  Wireless iPods SIRIUSIXM
R (3 (O] (6)
Listeners Subs Subs
Q)] US motor-vehicle registrations excluding buses as of 2005; Source: Bureau of Transportation Statistics
(2) US PCs in use as of 2005; Source: Computer industry Almanac
(3) US weekly AM/FM radio listaners (12+); Source: Arbitron Radio Taday, 2006 Edition
(4) US wireless subs as of 6/30/06; Source: CTIA
(5) Global iPod units sold in 2006; Source: Wall Street Research
() Satellite radio subscribers; Source: Campany estimates
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SATELLITE RADIO

o9 | o

(o)






~ Roadmap to Completion

4 N ™
v’ Execute definitive agreement v Completed
m SIRIUS/XM shareholder votes m 4 — 6 months
m Receive regulatory approvals m Approximately 9 months
m Close transaction m Anticipated end of 2007
- )L J
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- Best Audio Programming on Air
| Content | Branded Content Musuc
4 \ z 33 w Christian
'Im [\! Classical
Country
E‘:‘Fﬁ Dance Latin
Decades

wg 'A Electronic
CNBC Hip :ci)tz/R&B
4 I[MHE}J Jazz & Blues
Kids
Lifestyle
Pop
2 < \ Rock
\_ BobDyln \_ World D
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] « Consumer Demographics & Segmentation
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Consumer Demographics & Segmentation — Summary/Recap

* Though XM has been very effective at creating awareness, this anareness has not translated into the kind
of favorability that ultimately becomes purchase consideration.

« Consequently, our pool of XM prospects is not growing as fast as it should.

» While we continue to penetrate traditional early adopter segments, when moving into the Early Majority,
we have made the most progress within the Red State Suburbanite segment — while we lagged within the
Blue State Suburbanite segment. This indicates a potential skew in our brand image, which should either
be expluited & magnified (o fish mure deeply within thal Red State segment-- or difTused to attract other
segments.

« Diversity of music and music offerings is the most highly rated advantage among all potential target
segmentls

« Our research (o date shows the greatest barrier to adoplion is the value propusition, or “nhy pay for
satellite radio?”

* Therefore, XM must consider ways to emphasize the value of the music to key target segments. Given

that sports programming has lesser, more narrow appeal, XM should consider an “own the music™
strategy and he considered the leadey in the music space (vs. placing emphasis on sparts content deals)
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Consumer Demographics — Approach

To understand what consumers want and how they turn to XM we need to look at how
we segment the US market and how consumers perceive XM and satellite radio

@ » Brand tracking metrics
—Awareness
—kavorability
—Purchase consideration/inlent

* Markct scgmentation filter
—Psychographic. behavioral,
demographic attributes
-Size & penetration

Purchase/adaption havriers
—Value perception

XM Subs

| Parsweopt 2232007044 14 # et P s nteer o0 37 o4 T e B s
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Satellite Radio Category Metrics: Awareness, Favorability, and A
Consideration

Awareness of satellite radio is now abmost universal (97%). Favorability and purchase
consideration appear to be leveling off af 47% and 25% of respondents respectively

Satellite Radio

100% Awareness
90%
80%
70%
60%

50% —a—a Favorability
40% -

30% el

20% 4 Purchase

“ Consideration
10%

0% —r T

\é»’»é\g(é»@» x§w§ﬁ§ h(§’ \§w§%§u§\§w@ﬁﬁﬁﬁ h"@\&oﬂ,&o 5&6

Awareness Before today, had you cver heard the term “satelhie radia™?

Favorability How would you rate your overall perception of satellie radio? (top 2 bo)

Purchase Considerations How likely would yan be to consider getting satellie radio® (top 2 box)

Source Brandware QU6 Brand ‘lracking Study (A18-60, HHI $4UL and above, 2006 sample size 2,502 responderts} 3
ParShie ppl Y2¥2(07 944 A1 Forziag y wiFeame s 0 C oeat G Tl Tr s

XMCRB 00000727





-l
=
! SAA TR
~
. . g
Brand Tracking Metrics- Past 24 months =
»  Over the past 2 years, XM's awareness has fallen behind Sirius’.
v XM'’s gided awareness is now only slightly higher than Sirius’s unqided awareness
100% XM vs. Sirius:
Aided/Unaided Awareness Sinus Aided
€% Awareness
P Be — o e -
80% -
B XM Arded
- - Awareness
7% » -

Strs Unarded
x4 <L e e Awareness
50% XM Unasded

Awarcncss
A%

3%
0%
10%
0% ™ 1
032004 04 2004 Q12005 Q2 2005 Q3 2005 04 2008 ©1 2008 Q2 2006 Q32006 '
July '04 Or1'04 Jan ‘08 Apr 08 Juty B& Oct '05 Jan '08 Apr 08 July ‘06 | Kl
ParSkie ppl  42¥2(07 944 #M Pt s AT av v e " M3y e Faus v
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XM Trend in Awareness & Consideration — Past 18 months

2aTE L IE
Bt

()

»  In line with metrics for the category, XM's brand has gained awareness but has not made
inroads into favorability or consideration, which would convert info subscriptions.

100

20

60

50

XM Brund . Fi y & F

[ U S

........ g SE

- A

—— AVEreness

~%  Favorahlity

~#--Consideratian

A 03 Jul ‘08 Ol 05 Jan 06 06

Sowrte Xt Brond Treckang Study, X4 bitemat Metrcs
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XM Trend in Awareness & Consideration:

D)
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Past 18 months- XM vs. Sirius

“Good news/Bad news”- - Sirius has also increased awareness, but not increased
Sfavorability or consideration to match awareness growth.
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Brand Tracking Summary- Q3’ 2006

For both XM and Sirius, Favorabilily and Purchase Consideration has remained relatively stable
during recent quarters, indicating that though awareness has icreased, flus awareness has not
generated the kind of interest that would otherwise resull in subscribing for either brand

But when comparing the two brands, Sirlus continucs to lcad on the key metrics that would drive
subscriptions:

Sirius Leads XM Leads
«Familiarity *

+Unaided Awareness

»Aided Awareness
«Favorability
~Purchase Consideration

*Forced Choice Preference *
*Perceived Industry Leadership *
+Advertising Likeability *

ParSkle ppl 4232007044 A1

*Logo Recall
+Ad Recall

¥ Shyht udvantaye

Many respondents aware of XM and Sirus still have significant risconceptions about the brands’

program options, sign-up process, and recervor foaturcs. Howevor, misunderstandings about Sirius
appear to be more prevalent than misconceptions about XM. There were no significant changes in
the pereeption of product attributes in recent quarters.
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Barriers To Adoption — Changing Attitudes

Quarter aver quarter, the most mentioned harriers to adoption continue to be price-related and
“luck of need".

Historically, Sirius is cited as a bigger stated barrier to XM adopfion than is MP3/IPOD. (Bear
in mind that some people who prefer IPOD may alsn have classified their response under other
reasons such as “refuse 1o puy " or “don't wanit satellite radio™.)

What single considerafion has been mast influential nkeeping you from geiting XM?

Q1’05 Q2°05 Q3°05 Q4 ‘05 Q1 ‘06 Q206 Q3 ‘06
PRICE
Monlhly service fee 16% 5% 17% 17% 16% 16% 16%)|
Refuse to pay for radio % 9% 10% 10% 12% 1% 1%
Cost of equipment to get XM 6%, 8% 8% 7% 5% 6% 6%
ILACK OF NEED
Don* listen to radio enough to justify 4% 5% 5% 5% 4% 4% 6%
Don’t know enough about satelfite radio/XM 5% 5% 5% 5% 5% 5% 5%
Don' want of need satellie radio’Xm 2% 3% 2% 4% 3% 4% 4%
Not in car enough to justify 4% 4% 4% 4% 4% 4% 4%
Satisfied with AMIFM radio 2% 2% 2% 2% 3% 2% 2%;
[COMPETITION
Prefer Sinus 4% 4% 4%
Prefer IPod/MP3 player 08% 05% 04%
CONTENT
Doesn’t ofer enough local programming/content o0 6% 068% 06% 8% 07% 03% 6%,
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Barriers Continued- Device Priorities Shift Early In Adulthood A
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Addtionally barriers could include the fact thet adulis prioritize productivity
devices over entertainment devices.

Share of wallet for technology devices would therefore shift towards productivity
devices vs. towards entertuinment devices such us XM,
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Technology Adoption Curve

»  Early majority is critical based on size and declining interest
»  Need fo define, engage and connect
*  Understanding the Early Majority requires further segmenting this group.
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SEGMENTION 2006

We can divide the addressable US market into 6 distinct
segments based on demographic, hehavioral and
psychographic anributes related to satellite radio adoption

Age 18 - 65 ADDRESSABLE MARKET
HH Income $40K+

BV S2M I —~

Assimilating Aspirationals
oM HH

S8M HH

Contented
Traditionalists Conservative
oM HE Mostly Moms
I3 HH
Red State
Suburbanites

M HH

Rebellious
H Biue State
! Suburbanites TechnoPhiles
; M HH 13MHH
! Pacsue ppt 2232007944 sM et oy it e T 13 Fata b B
W
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Aszimulating Aspirstionals.

= Lusteners who have soeaific programming needs, focused heawly on
sports and news_ Thev are short on time technology oncmed open to
trying new media producls and services  They are not histeners or
proponents of basic ANUFM radio though thty aclunlly Tike
commercials Thew music istening, though not heavy, 1s onented o
micmational seleciois They're o younge group Uial’s more bkely o
be non-white. Though open-minded, they are morc hikely to wanl lo
assimilalc than to mnd ouL ‘Thev have frequent and long commutes to
work  Generally, due to a more active Irfestyle. they want a
customized expaience klml will fulfil} ther :p:cmc “needs (depth) and
care les abont {he breadt b of the olfering

Gonservatve Mosily Moms,

- Predoninantly white, conservative moms who are affended hy shock
10cks and sex and violence in the media  They are heavily oriented to
music on the radio axd have a couple of favorite stations that they
prefer  Lhese listeners are less hikely to be satellite subsenbers, but
e preferene for speufic progransimig v tenled w faly aiwd Dis
they can relarc 1, indicates thal satcllite radin has content that may
appesi to them Bowever, they are less likely to pay for satellite radio
and have a less favorable impression of 1t (perhaps due to Howard
Stern associations?) These barmiers could make them a less wizble
target or “harder nul to crack”

Rebellions TechnoPhiles

Thie eranp vehemently appases advertiaing and wonld pay mare for
commercial free media  They use miedia as 2 way to escape from the
day 10 day aml wan! to be able \o find the imuxic that they like more
easify uUpen-minded, perhaps more {iberal hsieners, that hke cuthing
edue rigdia rouites The leumo]ug) i a poceplion of rebethng
famst the system will draw them They want something that
allows them to access all fypes of nformation and music m a
regnbalion and commercial-iree enviromment  This gronp ikes 1a stand
ow from the crowd and be non-conformists  Tend 10 be younger and
single with a higher income.
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Market Segmentation — Segment Definitions (2 of 2)

Blne Siate Snburhamies

~  Cpentmnded and well rounded somewhat older group Lhal like to get
news #nd mfoaanan fror several sources and i 1o tnedis only for
thmgs that make them thmk or broaden thei perspective  They are much
less nterested 1n music and sports but would hsten fo non-news
programeming  Iike comedy, advice shows or educational programs
Though family-oriented they are less offended by sex & violence m the
medra and have the ghest levels of education and income.

Red Siae Suburbanutes

~ T group loves to listen to music, especially a home, and 15 interested m
commercial-free expenences. More than anything they are (histraled with
channel surting and inlerruptions due to agvertising They tend to be more
sorially conservative. They know whal they hike, and only want farmirar
contentbrands Less mterested m rying new things These people tend 10
be higher income though many with only schoobfiech schoni gradunies
(“tagh end blue colloar™ , married and famnly enented

Contented Traduionalists

—  This group ie also sausfied with curvent media content across all forms,
thongh they are nol very involved with the radio Thev do not have any
particular racio athiudes thal skew above the resl of the population and
they are less volved with satellite radto, These are females, more Iikely
to be Afncan American and fans of Oprah.
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Segment Targeting Prioritization & Commonalities
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Nor all Segments are potential targets for XM. Prioritization of segments TBD for 2006, thongh rwo segments
(Cunservative Mosily Moms and Contenied Traditionahsts) remam unlikely audiences for XM

Of the remaining segments, the following faciors are common across all potential target segmenis:
—  Age 40+
Average HH mcome SG5K or more
—  Gender halanced (fairly even mix of male.female)
— Propensity 1o be marned ADDRESSABLE MARKET
—  Avg Houschold size 2.5 or more

Assimilating Aspirationals
9M HH

Potential targets are mdicated in green:

Contented
Traditionalists Conservative
M HH Mostly Moms
13MHH
Red State
Suburbanites
IMHH
Rebetlious
Blue State "
Suburbanites TechnoPhiles
JM HH 13MHH
14
ParShse ppt 2232007 9 44 AW Capzeemal S P v It o ar of 82 Talit Fada o
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Commonalities Across Key Segments
»  From an atttndinal perspective, all of the key potential target groups are more
Programming focused than Features Focused.
Attitudes Towards Satellite Radio
Assimilating
pirati Ci vative Moms Rebellious TechnPhiles
*) (S) (S)
DQ [:ﬁ
Features Focused 3 :or*_’____ - e Dﬂ%»i________»_ 2% T.___m_
Sports Benefits 3% 0% [
Programming Focused DZG% + :'43% T [T
Mood Focused L J27% QV‘D—‘.QWW ~~~~~~~~~~ ‘—_—’32%T_——_
Family Focused CJ17om 1t [[14% 05% 4
Blue State Red State Contented
Suburbanites Suburbanites Traditionalists Current XM Subs
(D) (E) ) %3}
. % %, % % I
FeatwresFocuced  C128%° _____ [haw D12%. [ —y Y
SportsBenefts A% [2wwt DOm0
Frogramming Fooused [ jae% T [ 3% . [TJ80%4 .
” —}28% C115% 4
O i S 1 & S
ParSise pol 22520079 4 AM +ietan, W P v e st M el v P '
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Common Barriers to Adoption — Key Segments ==

»  Though there are some variations by segment, the main barriers which commonly
surface among all segments are related 1o “not being able to justify the cost of satellite
radio”, especially in relation to satellite’s main competitor— terrestrial radio.

Assimiating Rebelkous Biue Slate Red State
Aspuatonals TechnoFhile Suburbandes Subuibanes
onthly Fes Too Hgh 8% 76% €8% 55%
Hapoy with AM/FM 36% 24% 47% 36%
Dont listen to radio endugh 4% 61% 45% 2%
[Cost of sutial equipment too high 3% 52% 41% 1%
Cannot sty paying for radio when can get il free 26% 44% 48% 41%
HHappy using my prerecorded music 02 CDApod 26% 30% 0% 14%
Pont know enough about it 16% 17% 4% 27%
aiting until the price comes down 7% 28% 19% £%
MWaiting until its stendard equipment in new cars 7% 17% 4% 7%

«  Iftargeting specific segments, consideration should be given to the ranking and degree
of importance for that particular segment.
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Perceived Advantages of Satellite Radio: Assimilating Aspirationals

AMean importance scores:

P arShie ppt

Aspirationals are less passionate
about the peiceived advantages of
satellite radio vs. other segments— as
shown m theh 1elatively low mean
importance scores.

Likewise. the limited range of scores
(high= 6.6, low=5.5) shows that this
segment does not focus on any
particular attribute or group of
attributes as being particularly
important or unimportant

They are, however, more interested
in sports than any other segments

Fewer commerials

Dightol 1ound quakty

Ghverme necant to my favarie sports teams, whih 11annat got an lornt TV ar radio
Akiliy to lsten 1o mulc you ca't find on AR/EM rodio

Gwen yuu ollu-Loml sarerage

Leis ©J choner

The abillty 10 tee the name of the anls1 ond song being ployed on Ike rudio diploy
Gives you the ability fo laten 10 o greater diversity of wew mult

More types of musle you prefer

Ability ro take receiver with you from car-to-car, car to home, cor-to-boat, cte,
Ability 16 find sometbmg you erjoy no matter what your mood it

Let's you de strers & get In @ better mood

AbiIiTY 10 chscOver new T THAE You Hke

Con get iports chonnels aof avoitable oxywhere elte {i.e,, 24-hour NASCAR channe!
Ability 10 Hiten 1o muik Irom every geare - conicul, rock, blues, foxs, raggoee, elc
Provides muk 16 eaergite you

Unensored or not reguleted by the FCC

Bettar aptions for rhildren /family members

Lot you experience Wve cventi oud micrviews no on AR /FM

Avalioble specal programming not avartoble on AM/FM, wch ax dedicated Commedy
Chuneet, Elak Progrowivg, Rudio Drams, el

& hun exoerience you cosld thare wih others

Makes time go by faster

A new gadget or toy for you to emoy

Abllity 1o get fastont traffic & veotber reports for many mator <ihet

Greaier variety of news & 1alb than on AM/FM

Lev's you sscape fram the day-o day

Le's you kick bark and iefax

Ler't you eagoge yow mind and saginonion

Provides Ploy-by-Play 1ports coverage

Hos DJs/Hosts you can relate to

“Parental Controhs” whick olow you fo turn off choanels thot may be adult-orlented or
explki

22VKC0T 9 a4 AW Fonyiemial a3 Pracie 3 InE - onat O el Sadadns

Cosmopolitans
6.6
64
b4
62
82
02
62
62
ol
61
61
61
o1
00

59
59
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Perceived Advantages of Satellite Radio:  Rebellious TechnoPhile
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Mean importance scores:

*  Aside fiom the musiv advaniages seen
in all groups, this group gives high
1alings 1o “uncensored”(7.8), “gadgel
or tay to enjny”(6.7); and the
teclnology advantage of seemg the
name of arhist/song (8.1)

«  Interestingly, sports vonieni is not
perceived very highly as an advantage

Fewer wmimerdal

tnore 1ypes of music you prefer

The abiifty to tee e name of the artist ond tong being played on the rodho display
Ability o fiten to murlc you can’t Hnd an AW /FM racio

Let's you de stress & gel ir 0 befler mood

Digltol tound quokty

Abllity 1o find tomethag you evjoy no matter whot your mcod ks

ALllity to lisento mulc Irom every genre - datslcal, rock, blues, jox, rogyoe, etc
Uncemored or aof requlated by the FCC

ALiliry fo discover new muik Ibat you fike

Gwes yan the ability in vten 16 6 grenter diversity af aew mulr

Provides mule 10 energis you

AbIlity 1o 1ake rccelvor with you from cor to-car, ar to-home, car-1o hoat, i
vt you coan fo-coatl coveroge

Len DI chamer

Makes e yo by fustes

Avatlable speaal programming wol avalable an AM/FA, swch 01 dedlcated Commedy
Chaneets, Etnk Progrommiag, Radio Dramn, et

Ler's you Kick buck ond refux

Lev's you engage your mind and knagiantion

Le't you ewcape Fram the day-to-day

A mp experienre you conld thare whh others

A new gadget or oy for you 1o enjoy

ALillty 1o get Insiant Iralflc & weother reports for many malor ciies

Hot Dii/Hoits you can relate to

Ler'ts you pxpedence ive evenstl and iterviews an on AM /FM

Better optiont lor children/tamily members

Grearcrvorlety of nows & talk thon on AM/FM

“Purental Comroh® wiih Gluw y0u 10 vra uff dhanaeh [t may be odullwriented or
eaplhht

Con ger 1poris chonnels 101 Gvattoble onywhere ehie (L.e., 24-hour NASCAR channel
Gwes me arcess 1o my favorle sports teanss, which | canaot gat on local TV of radio
Provides Play-by-Play 1pors coverage

ParSide ppt 4232007944 14 7 syadereiat A Pravie 3 Inbnirs 1on of 00 Saelliy Fads Toe
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Perceived Advantages of Satellite Radio:  Blue State Suburbanites

arELm
AT
~

-
e
S’

Aean importance scores:

+  Like other groups, this segment mostly
stresses the importance of the music.

*  However, this group sees “variety of
news and 1alk” as a benefit more shongly
than other segments do (6.9)

+  Though family oriented content &
parental controls are important, they are
Iess impuortant (o this group than Lo other
groups

*  They do not see much advantage in
sports programuming.

tewer commerclals

Dighal vownd quality

bty 10 ksten 1 mush from every geare - dnuleal, rack blkes a7z, raggae, ote
abkity 1o Brien v masis you cont find an AM/FR radio

More types of musle you pretor

1o DJ chomer

Gives you coutt 1o coait coverage

Ler's you dentren & get bn o better movd

ADHIty 10 discaver sew mikur ot you fike

Abiiity to find tomethiig you emoy no matter what yosr mood b

Greater vartety of news & tclk than os A% /FM

AbRIY 16 1oke recewvet with You from <orto-Cai, (cr-1a-home, (ar-10-hoar, efc

The alwlity 10 see The nome of the artlst and 1ong belog played on the raio dhplay
Available spedal progy omming Rot avuiloble ox AW /FM such a1 dedicaied Commedy
Chanaeh, Etiwic Progremming, Rado Drama, efe.

Gives you the abRity 10 liten1o a greater divertity of new music

AbHiry o ged losion traffic & weather repons for many mojor chtes

Let's yon oxperienre fve pvests and [nterviows an oo AM /Fb,

let's you pagnge your mind and Imagiannon

Let's you escape from the day to-doy

Let' you ek back and relax

& fon experience you wwuld shure whk othen

Mukes time go by fusier

Provide: muiit 1o esergize you

Uncensored or not regtioted by the FCC

Better optiom for cMidren/fomlly members

Hax Dii/Hosk you cun relote 1o

A pew gadget or toy for youto enjoy

*Parewol Controls” which aliow you 10 tern off chaanehs thot may be advir-edeated or
exphch

Cun get sports chamneh ot ovaslable anywhere elie (e, 24-hour NASCAR chonnel)
Gives me access 10 my favorke sports teams, which | cannot get an local TV or radio
Provides Biny-hy-Ply spans coverage

ParSile ppt 22320079 44 At4 £ ar3datial IPer e 3 rrene b OF IR T qun e
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Perceived Advantages of Satellite Radio: Red State Suburbanites

Mean imporiance scores:

+ This groups seem more advantages (o
satellite radio than other groups and
may continue to be our “low hanging
fruit”

¢+ Red State Suburbanites place much
more emphasis on parental controls (avg
$.3) and options for family.children
(avg 7.3) than do other segments

\". 2av%
Do IS
=
. ate
Suburbank
«“
Fewer conmerclals o9
Hore types of muik you prefer 84
The oblliry fo tee the Rame of the artht aad toag belng played on the radio ditplay 84
Digital somnd qualisy 83
AbHity 1o tind something yoU €m0y RQ morter what your mood i 82
AbMity o Hiten fo musk from every genre - davical, rock, blues, joT2, raggae, efc 82
Let's you de-sress & get I o berier mood 81
Ability to Hiten Yo musk you cant find on AM/FM radio 80
Abilty 10 take recewer wih you from car-to cas, <ar to-home, car-fo-boal, etc. 80
Gives you the abifity fo hiten 10 o greater dveniry of new wmus 80
Giver you (onsl-1ostoust coverage 79
ten D) chatter 79
ahikity to ditenver bew mule thay you llke 18
Avollable special programming not available on AM/FM 1uch o5 dedicaled Commedy
Chonnels, Ethok Propramming, Radio Drama, ctc. 76
Provides muils 1o creegine you 75
&t expreem e you condd it with olben 73
Betier opnom for chlideensTomily members 73
Let's you escape from the day-to-doy 73
Let's you kick hock and relax 23
Moket time go by losrer 73
Ablity fo get instan trothe & weather report for masy major <iier 72
Let's you experlence Ive eveats ond inerviews ko on AW /Fh 72
Let's you engage your mird and imagiation 71
A new padgel or 1oy for youlo esjoy 70
Greater voriety of sevs & rofk than on AM/FM 68
*Parental Contrals® whith allow you lo tem off chonneh that may be adull-oneed o
explicn 67
Uncomored or not regelated by the FCC o5
Can got sporss chamnch ast ovalable onywhore ehe flcn 24 hour NASCAR channcl) b
Has BIs/How you can rekte to 81
Gives me uen 10 my fuvorite spons teoms, whith | LuaRo! el on lotol TY or lado 0
50

Provkies Play-by-Pioy 1perts coverage
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Market Segmentation —-XM Penetration by Segment
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We’ve experienced the largest increase in penetration in Red State Suburbanites
over the past year
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Market Segmentation: Rationale for Successes

*We theorize that the success we have had with Red State Suburbanites is due to a more conservative talk
lincup, and more emphasis on country music programming and artists. Likewise, our NASCAR conient
has probably also contributed to our appeal among this segment.

*Rebellious 1echnoPhiles continue to be attracted to satellite radio due to its inherent nature as a
technology -oriented gateway to non-traditional media, and have received some halo effect from the
“uncensored” Howard Stern move to Sirius

At this time, we are uncertaim why we have had success with the Cosompolitan segment, since we have
not marketed very heavily to this group (younger, more ethnic) audience. It could be due to our sports
coverage, which is perceived as an advantage of satellite radio by this group moreso than by others,
Further exploration will be conducted to better answer this question (tbd- Potentially impact of
Starbucks? Double check media plan & awareness/favorability numbers)

*We theorize that Blue State Suburbanites have not been as attracted to XM due 1o its conservative talk
lineup, association with NASCAR and emphasis on sports content (which scores low as a perceived
advantage). However, this segment is a potentially attractive market that we may want to consider
marketing to more aggressively..

*We did not expect to see much movement among Conservative Mostly Moms and Contended
Traditionalists.

ParSule ppl 27232007 944 AM argdemind s Pra o wy ial pe- o 37 78 Tadi Fals la
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Consumer Demographics & Segmentation — Summary/Recap

= Though XM has been very effective at creating awareness, this anareness has not transiated into the kind
of favorability that ultimately becomes purchase consideration.

« Consequently, our pool of XM prospects is not growing as fast as it should.

» While we continue to penetrate traditional early adopter segments, when moving into the Early Majority,
we have made the most progress within the Red State Suburbanite segment — while we lagged within the
Blue State Suburbanite segment. This indicates a potential skew in our brand image, which should either
be eaploiled & magnified to fish more deeply within that Red State segment-- or difTused to attrect other
segments,

« Diversity of music and music offerings is the most highly rated advantage among all potential target
segmenis

* Qur research to dute shows the greutest barrier o adoption is the value proposition, ur “why pay for
satellite radio?”

* Therefore, XM must cansider ways to emphasize the value of the music to key target segments, Given
that sports programming has lesser, more narrow appeal, XM should consider an “own the music”
strategy and he considered the leader in the music space (vs. placing emphasis on sports conlent deals)

! parSkeppl  22¥2(07944 AM ety s Faeewelet e w1 1273 P Fawaas
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This exhibit is restricted in its entirety
and is therefore omitted from the public version
of the exhibit binders.






LOTSY000 SIOWX

Percentage of Time Subscribers use XM Radio

—
o
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SATELLITE
RADiIO

Music Programming — 62.4% §

Women's Programming — 0.3%

Source: XM Programming Survey - June 2008
Confidential and Proprietary Information of XM Satellite Radio Inc.

News Programming - 11.5%

Family Programming — 0.9%

Sports Programming — 8.2%

Comedy Programming — 5.6%

Political Talk Programming — 5.5%

Entertainment Programming - 4.0%
raffic and Weather Programming — 1.7%
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Voice of the Subscribers
(Summary of Open Ended Survey Responses)

Summer 2006
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Background

XM Research conducts-a monthly omnibus Programming survey. At the end of each survey we
provide an opportunity for all respondents to voice their opinion answering the question: “Is there
anything we can do to make your experience with XM Satellite Radio better?”

This summer our intern consolidated over 1700 open-ended responses from three recent surveys:
- XM Programming survey July 2006
- XM Programming survey August 2008
- Sports Programming Survey August 2006

Do not copy of redistribute this document.

©2006 XM Satellite Radio, Inc. { i : e
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Voice of the Subscribers

Summary of Open Ended Responses:

- There are significant number of negative comments regarding Commercials on Music, Talk and News
channeis

- This extends to XM cross-promotions as well

- Comments regarding the need for improvement of the aonline service:

- This includes:
-Longer timeout on XMRO
-Broader access lo the channels (want to hear online what they hear on the receiver)
-Problems with the MAC computers
-General comments on the quality of the websile (i e, navigation).
- Complainis about the price of the service and the device.

- There is alsa a demand for better Family Plan pncing and special rewards for loyal (tenured)
customers.

© 2006 XM Satellite Radio, Inc.
Do not copy or redistribute this document.
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Voice of the Subscribers

Summary of Open Ended Responses {cont):

- Comments regarding the play-list were pnmarily focused on the lack of diversity and the repetition of same
songs.

- Reseerch note "Repetition” s more accurately described infernally within XM as “duplicetion ™ This occurs when
one song is being heard on different channels mere so then or: one single channe!

- Requesis for more Sports coverage. NBA, NHL, Soccer, College, SEC, Big 12, NHRA

- Requests for more Opie & Anthony: subscribers are pnmarily asking for a belter advertising/promotion of
the show and exclusivity on XM.

- Regarding Music channels, there are a number of complaints about the DJs talking too much.
- XM Subscribers are asking for “more”
- Comments range from more allermnative formats to more channels of the existing music formats.
- More Channels/Content:
- News (including local)
- More talk channels
- More comedy

- More oldies

Bring back cancelled programs or channels

seron
HoH

©® 2006 XM Satelite Radio, Inc.

Do not copy o redistribute this document.
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Voice of the Subscribers

Question. Is there anything we can do to make your experience with XM Sateliite Radio better?

9%

RS

it

S

8% 6% 6%

B

: o = B r 3'6 3% 3% 29 2% 2%
AEIERRARNRRRETY
© s ®
S & o

PSRN

6% 5% 5% 59
4%
E3

- B
&
g & & ¢ & @ N
0 ol
& & ‘;:dr @§ & & & o o0 &
A X @ A 5
& N G @ o2
© ‘@& é\e\ & q@g &
& Y ¢ & & o
& & & ¢
N o(\\
¢
o
Kl
n=1720
© 2006 atellite Radio
Do no

XMCRB 00013908






SATELLITE
RADIO

Conurmer Research

Recent XM Activation Satisfaction Study
~ Report~

July 25, 2006

For information on this report, contact

Anette Hofmann, Director Research

Anette Hofmann@xmracio com
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Background, Objectives & Methodology

Background

* XM s interested In measuring the satisfaction levels of new subscribers (subscribed
in the 80 days) and determining the reasons for subscribing.

+ XM also needs to understand changes over time in satisfaction and reasons for
subscribing.

Research Objectives ,
* To understand the awareness & consideration when deciding to choose XM
+ To measure the overall satistaction with XM & satisfaction with specific features

Methodology
= Online study using Survey Monkey, field 6/6 thru 6/23 among current Aftermarket XM
subscribers

« Among recent paying Aftermarket XM Subscribers (paying less than 90 days), 3 cells:
Cell 1, Aftermarket recent subscnbers June 2006, n= 972
Cell 2, Aftermarket recent subscribers, March 2008, n= 648
+  Celi 3, Aftermarket recent subscribers, July 2008, n= 602

+ Dueto relatively small sample sizes, the ma?in of error averages +- 2.9%, range
from per cell of +/- 3 07% (n= 972), +/-3.78% (n=649), +/-3.93% (n=602)

Proprirtnrs & Confisontinl 3
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Executive Summary
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Awareness and Consideration

* Word of mouth is among the top sources respondents used to learn about
XM The second 1s online/internet, followed by "saw it” at a retail store.

» About a third of recent XM subscribers considered choosing another brand,
lower than July 2005 (49%). Two-thirds of current subscribers made their
own decision 1n subscribing with XM, higher than last year.

* The majority seriously considered “for more than one day and less than two
weeks” before making the actual purchase.

»  78% of recent subscribers had the specific intent to purchase satellite radio
when visiting the retail store, unchanged since March 2008. This is in lIine
with 71% who said that they were certain of purchasing a satellite radio
before visiting the retail store.

*  Among recent XM subscribers, content and programming s the mamn
reason for selecting XM, followed by fewer commercials. In line with other
research, in 2005 content/programming and fewer commercials were the
main reasons to sign-up.

Prprictns & Confiacntisl
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Executive Summary

SATELLITE
RADIC

Saftisfaction with XM

+ Satisfaction decreased since March (not significant). However, there was a
significant decline in satisfaction for “value for the money” from March '06 to
June "06.

+ Likelihood to recommend and continue to subscribing to XM is very high.

-+ Satisfaction with music and sports programming declined in June 2006 to
lower ratings than its July ‘05 levels (significant decline from March to June
at a 90% confidence level).

+ XM Radio Online experienced a significant satisfaction increase since July
2005.

» Comedy, Talk & Entertainment experienced a significant increase in
satisfaction from July 2005 to March 2006, but declined to its previous
ratings in June 2006.

Pmprictars & Confinontinl
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Conclusions

~
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+ Ensure that high music satisfaction continues and variety of programming

continues

+ Continuation of effective messaging in all marketing channels is essential
since a large number of respondents knew that they wanted to get XM prior

to being in the retail store.

» Given that 37% of new XM subscribers used onlinefinternet to learn about
the service, it is imperative that the website maintain (or improve) its ease of

use.

+  Closely monitor our overall satisfaction ratings with XM and value for the

money.

Proprictary & Canfinentinl
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Awareness & Consideration
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» For Aftermarket subscribers, Roady2/Roady XT remains the most popular type of receiver
activated.

Types of receiver
most often used: July 2005 March 2006  June 2006
Roady2/Roady XT 16% 44% 37%
XM 2 Go/MyFi 36% 23% 17%
SKYFSKYFi2 13% 12% 13%
RMTFecever instalédin =~~~ T TTTTTTAYS% T T T 12% "
car dashboard, after
Rurchase Of GBI . L i iiteme e mem oo mone snenran
Other 7% 6% 9%
Pioneer Inno - - 6%
XPress - 1% 2%

52 U1 Trirkng of ihe radc you m)s) recendly acrveted plesse crech wwuch lyde > raa itis

Proprictary & Confiacntial M
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Awareness of Satellite Radio

+  Not surprisingly, among XM subscribers, awareness is high

«  Among the US population Sinus’ awareness Is significantly higher than that of XM (Source

Brandware Group)

July 2005 March 2006
XM Satellite Radio 6% 95%
Sirus Satellite Radio 95% 5%
n-Wave Satellite Radio 2% 39
Sonicast Satellite Radio 3% 39,

Ouramy answers

55 U1 Fizase select 6% Me branas of Salellile 2010 you Nav3 e/er NESd of ewsn If you fe ot very ‘gTwlia” wir am

June 2008

98%

94%

2%

3%

Pmpmctary & Canfiaantial
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First Source of Awareness for XM
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+  Word of mouth is among the top source of first hearing about XM.
«  The second most popular source of awareness is online/intemet, followed by saw it at a
store/store display

July '08 March ‘08 June '06

Word of mouth 45% 46% 43%
Online/internet 19% 39% 37%

Saw it at a store/store display 22% 41% 30%
“Print advertising w% T 28% T 23%

Car or truck dealership/salesperson 7% 20% 19%

TV advertising 26% 18% 18%

News 14% 15% ) 15% o
Radio 24% 16% 12%

MLB game 4% 3% 5%
“Récéived sométhing Viaé-man ™~ (5 R 6% " Tremrmmenem R TTIII
Recelved something via mail 1% 5% 3%

Other 8% 22% 20%

5601 W sl 3utuzs U yut Ure B kats aloul AM?

Pmprctary & Confioantial
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Purchase Influencers i

ey

+  Athird of recent subscribers considered choosing another brand, however, this is lower than July
2005.

+  Two-thirds make their own dectsion in 2006—this Is higher than in July 2005. This may indicate that
people now know more about satellite radio.

July*05

Considered choosing
another brand. March '06 |*

June ‘06

Other people who Influenced

decision to subscribe: July 2006 March 2006 June 2006
| mede the decrsion by myself 53% 86% 65%
Spouse/signficant othet 7% 18% 17%

Fnend who do nat lve with you

Salesperson at dealership
Sibling/family do not lve with you

Child aged 18 of cider
Child under the age of 18
““Roommate o fnend/amity who Ive with you

S5.21 Piaace tell me 1l 3y ofihe fo knwing peaple infl e rdeciion i s focba o Xi4 Satelkte Radie? How alou,

Pmprctars & Conficantiol
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Consideration Time Before Purchasing

»  The majonity seriously considered "for more than one day but less than two weeks” seriously
before purchasing Satellite Radio (increase since March).

[ AP |

Impulse decision made at purchase

More than 1 day, less than 1 week [ e tee s a ]21%

1 to 2 weeks

More than 2 weeks, less than 1 month

1 to 3 months

Between 3 to 6 months
More than 6 months

It was a gifNot applicable

53 Q1 Defore buying jour o8t resent recio how 0n) did you ser ously Gonsider ar "“herk £bout it” before making the eclugl purchase™
Note Queshon nol ast edin b 2005

Proprctary & Confidential 18
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Retail Store {(5)/Online Purchase XM

SATELLITE
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»  About a third of respondents bought XM online, followed by Best Buy (Note: seif reported data
and may be higher than actual data).

et g

T g e ]34%

Online
Best Buy
Circuit City

Wal-mart
Gift/did not purchase [14%

Others

53 02 Alwlnd ool v sty g Yt 1 Usase yuut Al Fado?

Propricsrry & Confiaontio)
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Visit Intention/Certainty of Purchase

«  78% of recent subscnbers had the specific intent to purchase satellite radio when visiting the retail
store, this has not changed since March 2006

¢ Thisis m line with 71% who were certain of purchasing a Satellite Radio before wisiting the relail store,
this has not changed since March 2006 .

35008,
Efarch 05

Specific intent to
8%

purchase Satellite Radio

No Specific intent to

T 22%

purchase Satellte Radio U Ut SO U

Certainty of purchase before
visiting retail store:

Very certaim 53% 53%
Sorewhal certain 15-} % ‘5"'} "

Nerther certan ror uncertain 8% 10%
Somewhat uncertain 4% 29
Very uncenan 16% 18%

3421 D3 you specthooly visit be retail store vath the sntenkon of purchosirg ¢ seielite rod o™
34 22 Huw gor in wede you thal you wo e purnidse 8 selolite redo before vising Jhe rela siors?

Pmprictary & Confiacntin! 14
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Purchase Ccnsiderations: XM vs. Sirius-June 2006
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- Among new subscribers, XM 1s seen as better than Sirius in all areas, this has not changed since

March 2006.

+ The top 3 purchase considerations XM performs well in are programming, reputation, and receiver

designifeatures

Bt ey PINLY [ B Tarey
Maren 2‘JUU Sinys  Pary XM SUTER UG XM

Programping 6% 31% | 63% Programming 6% 20% 84%
Reputation 2% 32% | 67% Reputation 2% 36% 2%

Recewver gr 3% “0% 56%
Recerver designfieatures 4% 38% | 57%

Price of receiver % <B% 48%
Price of receiver 3% 44% | 83%

Monthly fee 2% 53% 44%
Monthly subscription fee 2% 83% | 44%

Size and visuai appeal of the retall dispiay 6% 52% 43%
Sze and visual appeal of the retail display 5% 50% | 45%
information on the retail dispiay 4% 54% | 42% fnformaticn or the retail dispiay 5% 65% 41%
Recommendation from the retail salesperson | 5% | 56% | 40% R from the retail 4% 86% 40%
Number of stores/chains where | can buy the 2% 50% | 38% Number of stores/chains where | an buy the 3% 58% 8%

radic
radio

34.Q3 Trinkbeck o when you were 17 tre slors purcaasing your oletite raio For each of the folovang purchass cons deralons plase ale how viell XN perto-med
“elcbve 10 Sinus
Praprictary & Copfinantial 16
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Influence on Selecting XM

«  Half of all respondents already knew they wanted XM at the time of purchase

«  The other main influence was that their preference for the programming on XM Additionally, new
subscribers heard about it before going to the retait store

Already knew | wanted XM
Preferred programming on XM

Heard about XM before going to the store

Liked the design of the receiver/hardware
Monthly subscription price

Price of the hardware/receiver

AJun€ 08 -, | SIS

. . T ay
Size/visual appeal of the retail display [l Ja%
Number of stores/chains that XM equipment is [12% J2%
9% 12%

sold in h

. f— 2% £ 3%
Information on the retail display Ja
Salesperson/dealer recommended XM [12% KES

4 U8 YWnen you wer- 81 the retarl sitre Now Nuch influance
Pmprictars & Confinontial 1o
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Reasons for Choosing XM

o SATELLITE
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» Among recenf XM subscribers, contenf and programming is the main reason for selecting XM -~
“Content and programming” is cited more often as a reason for sign-up than “fewer commercials”
(although, ‘fewer commercials” 15 st important and ranked #2)

+ Infine with other research in 2005, content and programming and fewer commercials were the

main reasons for sign-up.

+ MLB was less of a reason 1o sign-up with XM in June '08 than it was in July '05 This 1s in line with
a decline in awareness that XM is offering MLB programming

................................................. oo July 2008 _..March 0 . June’0g
1 'can gei confent and programming thal | ¢annat gef on AMIFM radic 439 YT 51 A 5% T
There are fewer commercials 42% 53% 48%

It offers more vanety/diversily that inte-ests me 42% 58% 45%
There are more stationsAformais from which to choose 39% 54% 45%

""" There Ts Tess DI ehalter == 7" 7T T T T e e e R, T T ITITgRe T T e
Better sound quabkty than AM/FM 0% 45% 36%
twant uncensored radio 24% 29% 26%

1 like XM Radio s devicesiequipment 21% 27% 27%
It offers more talk shows 24% 35% 25%

" Tt offers TEGeg T TTTTTITTTTIT TRy T TR
| want Major League Baseball 23%, 22% 17%
FrendsHamily recommended it 28% 13% 11%

It hac Opie 8 Anthony's show 5% 13% 10%
It has Bob Edwards’ show 5% 3% %
"""""" 517 7é i Rt btk et bt © Y At etebiel: | Sttt Skl

3602 v ry I yuu vusy W sigisp s M Rediy®

Praprctary & Copfiorntinl
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+  For the majority of new activators, Howard Stern had no impact on their decision to subscribe to
XM.

+  74% of the recent subscribers did not take "Howard Stern” into consideration in their decision to
subscribe .
+ Interestingly, about 2% selected XM because they think Howard is (or will be) on XM.

0% 20% 40% 60% 80% 100%

O want XM Sateliite Radio because Howard Stern 1s on it (Dummy Answer}

31 want XM Satellite Radio because Howard Stern is noton it

Bt am aware of Howard Stern but ther 1s no impact on my decision

Ol don't know who Howard Stern is, therefore there 1s no impact on my decision

50 U3 WIHCY 0° 113 fcHowwng Slstement Des G¢SCIDE yOUr GeC SION POCOSS wher: COTSITes NG WNCh SBIBMIS I3k raNnd 1t SLDSEND <

Propmctars & Confiacntial
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Satisfaction with XM services & features
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Overall Satisfaction of XM * B

» Satisfaction decreased since March, but not significantly.

d
0% 20% 40% 60% 80% 100%

ONot at all satisfied B2 D3 B4 mCompletely satisfied

D G How seMsfied are yoL Of Ih2 KK Howing

Pmprictary & Confiocntinl 90
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Value for Money of “XM Satellite Radio”: S

e

There is a significant decline in satisfaction for “value for money"” from March '06 to June '06.

Top 2

72%

March'06 1 7%

71%

June '06 1

= Not at all satislfed D2 D3 w4
8 Completely satisfled ®Baré BBar7 B Barg@

38 21 How sahished are sou o U fuhowng

Prprictars & Confiaantinl
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Likelihood to Recommend and
Continue to Subscribe in Future 6 Months

A
< Likely to recommend and continue to subscribe to XM is over 80%
Top 2
85%
March ‘06
90%
June '06 84%
89%
March '06 93%
o Botons) 106 AR ERE L AR 89%
[ wNot atalikely @2 o3 = Very likely

38 Q2 How thoy cle souiv ?

Proprictars & Confiacntinl
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Satisfaction of Each Feature/Programming T g

S,
et

= Music and sports programming increased in March 2008, but declined in June 2006 to lower
ratings than July ‘05 (significant decline from March to June at a 90% confidence level)

+ XM Radio Online expenenced a significant increase since July 2005

- Comedy, Talk & Entertainment expenenced an increase in March 2008, but declined to July '95
ratings in June 2006

% dune 108 July ‘05 March ‘06 June '08
89% 92% 84%
e souns cuett [ 3% 81% 79%
Vanety of programming {fi 8% 81% 80%
68% 72% 71%
""""""""" 8% 6% g
Talk s 27 : 5 S § 58% 67% 57%
. 8% LB 54%
XM Radio Oniine 2% 52% 52%
&% 3% 21%
A At 1% 13% 2%

= Not at al! satisfied 82 o3 w4 & Completely satisfied

51 W4 Uveali how SBUSied ére /0u Wit 1% otovag

Praprictary & Confiaential
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XM radio’s Listener Care Customer Services

* The percentage of respondents who called customer care has increased since June '05 (44% vs. 58%)

+  Among those who called, satisfaction level is good (around 67%).

= This satisfaction level is consistent with the Listener Care Tracking Study among the call centers that
primarily handle new activations

® Notatall
satisifed
71%
™ Completaly
satsfled o,
June "06 67%
3504 Asiae from achvaton |lave yo. eser calod XM redio s Listener Care customer services®
310 Qb How sclisked are yiu
Proprictars & Confiaontinl 2
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Activation Satisfaction i e
- ek
+ Aftermarket subscribers activate via telephone through listener care.
» Aftermarket subscribers are satisfied with the activation process.
. : Qverall Value
March: Satisfactior for§
Listener care I 84% 73%
Oniine 80% 70%

Oiotatall March'06
o2
B3 N
54
Completely satisfied| June'0

77%

39 Q1 How %C vou achvate vow rewest Xk Rade? Y ——

T T
30 Q2 How sabthod word you witt 1> Adhvalic n Prosocs?® 0% 20% 40% 60% B80% 100%

Nole “Tut quesion not eskeir Jiy JOUS

Pmprictars & Canfiaentinl
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XM Signal- Incidence and Usefulness X e

+ Incidence of using XM Signal I1s higher than last year.
*  Among those who used this feature, 42% of them think 1t is very/extremely useful
(constant since last year).

-

Overall Value
Satistaction for §

43%

42%

[! Not atali useful @ Notvery useful CiSomewhat useful O Very useful B Extremely useful ]
51105 KBv3 yIL Sver used el er of nase XM onkne injorneton (00is?
Proprictars & Canfiaanual o
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Usage of XM Services & Features

Prprictary & Confidrntial
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Awareness of X\M's Benefits/Features/Programming & B

Srm

- Eea
+  Awareness of XM Radio Online has significantly increased since last year.
» Increase in Kids Programming
g ‘06 .
Commerciak-free music Juslél%OS Ma rcg‘&% Jugg%OG
You can view the song titte & arist with the rado display 87% 92% 88%

..Ca
Music from every genre

Coast-to-coast signal coverage

Sports

..The abibty tolisten to XM Radio OMINE. e eeeeecem e e e mee e
Local Traffic and Weather channeis
LB programming
Kits programming

XM Signal (e~mewsletter
24 hrs NASCAR programming
Latin channels
“Parental controliblocking oplion”
XM testdnve com

5t Ul Ave you awers

Proprastory & Confiaantinl

28

XMCRB 00016251





Top 3 channels listening most often- July 2006

e,
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St
fwety

« Besides music, news and sports were most popular

Music- Decades {o g
403, 60s elc.]

Music- Rock § Music- Hp-Hop &

Muslc- Pop & Hits Music: Lifestyle

Musle. Country Muslc. Dance

News- Others Music. Christian
News. Bob
Sports- MLB
ports- ML Edwards show

Sports NASCAR

Muslc Warld

Tak & entortainment-
by Playboy radso

hars

Mustc. Classical

Tak & entertainment-
Opte & Anthony show

Music- Jazz & Blues §

Musle- Latin

wiop1 GTop? Stop 3
51 U3 WVnisn hree 7 M shennaisipregrems de you fisten most ofisn

Pmprictary & Confiarntsal
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Top 3 channels listening most often- March 2006

o SATELLITE
A RADG

« The most popular channels were music-decades, and music-rock

%
R HusicHpHop & Urban

Music Decades (¢

405,605 etc )
e Rock Husic-Christan 1§
Music- Pop & Hits :
Music-Léestyle
Musle Courtry
Husic-Dance [
Comedy
-------------------------------------------------------- Sports-ESPN-
News- Others.
Traffic & weather
Sperts MLB
Music- Werld

Music- Joxz & Blues
T "Sports-olrers @, 4

" Tab g enfortuinment

Talk & sntertanment- Mg ",
Opie 8 Anthony show it

News- Bob Edwards show § o

Music-Latin E_'J_']u

Kids
| 3

Sports NASCAR 4

Music Classical

1 2Tops Blop2 ampa

U3 WINSh Tree 2 M SDERNSISDrCgrems de yos islen most offsn

w

Proprictary & Confiaontial
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Top 3 channels listening most often- June 2006

»  Arbitron numbers fall in line with findings of music-decades channel being most popular.

«  The g\%s:s popular top 1 channel is the music-decades group, followed by “music-rock” and “music-
pop & hits",

+  Non-music channels with relatively high top 3 ratings are "comedy”, "news”, and "MLB" (season
started in early march) %

MosK- Rack Sports- ESPH

Mus ¢- Decades fe g 405 5Cs elc » R Music-Cance
Moicr- Pnr R <3< Music Liestyls BB

Nusie- Hptop
& Urban

Musi Couriey

Tek & enlerianment-Ope & Anthony srow Sports- athars JP°

Tale& enerianert- Jt-er [ERE [

Musc Jozz & Blo. Trafte &
westher
News- Jiren: RSl o n!
BmTop1 .
Comsoy 3 Naws- Bot

OTop2 4 Ewares show
o Sponts- v F KIS
] 4 S
Btop3 Musse-Larin | § [R8

Zpons- NAGCAr B

vusic Classcd B

51 U3 Whisn mee 2M Shennzisiprogrems 0o you hilen most ofian

Prapnciary & Confioentinl 51
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Number of hours listening to XM per week

SATELLITE

«  About a third of XM subscribers listen more than 25 hours a week

Less than 1 hr
1-4 hrs

15-19 hrs
20—_2}1 hrs

25 hrs or more

July ‘05 March ‘06 June ‘06
3% 0% 0%
13% 8% %
L . S 8 B
24% 21% 20%
1% 12% 14%
7% 10% 10%
- 20:%” o i 32% B T am
. B
1811

»12 \H ASproxiTgtely Row Mary Fou's 4 yau Isten fc xM FER WEEh <

Arbitron (average
number of hours spent
hstemng per week)

Prmprictary & Confionntiol 32

32

XMCRB 00016255





l.ocation of Listening to XM Most Often

+  The location most often for listening to XM 1s in the car, but decreased since last year .
«  Listening to XM in the office increased.

July ‘05 March ‘06 June '06
73% 70% 68%
Car
16% 16% 13%
Home
. 6% 10% 13%
Office - T o
Online with computer % Xh %
5% 2% 2%

Other locations

51. 4% \Vhere 0o you isien 10 ai Kath mst often,

Pmprictary & Confidentinl 33
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Sharing of XM Radio

FA papic
R

+ Most listen to XM Radio alone Some listen with their famity

Alone
With family
With friends

With co-workers

51, w3 [0 you ususlly ister 10 AM k3> 7

July ‘08

75%

18%

3%

3%

June ‘06

73%

19%

4%

4%

March ‘06

78%

15%

3%

3%

Prprictary & Confiaontinl
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Percentage of Time Spent Listening Before & &

After Getting XM Radio

SATELLITE
R,

»  The time aliocated to XM 1s much higher than the time allocated to AM/FM prior to getting XM.
- Time spent listening to AM/FM reduces from 56% to 14% after getting XM.

BXM
i s b 3

July 05 ,-ff' 134" ¢l 12 ?g
7 amiEm s il
D CDs/Cassetle

rarch 05
E: MP3NPOD
i Download music June %6 |-

B Online streaming other than

e
March ‘08 'v:f.;

e
June ‘06 fulaia
[GEeds

NS

31- Q1 BITONT getwng XM Raci> wna percentage

51e Q24 “ER gelliig XM Facdy
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80

35

XMCRB 00016258





SAT ELLITE
RFAIC

Overall impression of XM Satellite Radio

Proprictary & Confiaannal
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Impression of “XM Satellite Radio” T peee

» XMis perceived as “easy to use”, "fun’, and “reliable” but rated lower than in previous waves.

+  The recent subscribers have lower association with “approachabie” and “gives a sense of discovery” than
in March 2008, but about even with July 2005

«  Since March, there have been changes in impressions of “fun,” "reliable”, "relevant,” "trustworthy”
July ‘05 March ‘06: June ‘06

Easy to use 3 81% 90% i 86%
Fun 79% s6% | BO%
2% 85% i 9%
T o "7'31}{"'?"7'6?:/;'
68% 70% E 70%
W 60% 72% E 66%
I

59%

58%

o

48% 66%

Trusthworthy !
|
Coollhip 3 58% 82% | 8T%
|
Gives a sense of discovery 56% B1% i 7%
|
Approachable H N 499, 2% ! 55%
II Strongly disagree m Somewhat disagrae MNalther agree nor disagres 1 Samewhat agres & Strongly agree. !
3721 Wa would 1< o Co1 vou 17y 01 "XV Saletuts Ragi:'
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Number of XM Channels Saved as “Preset’

SATELLITE
RADIS

+ There has been a substantial increase in the number of presets subscnbers are using

since last year.

July ‘08

11%

20%

March ‘08

10%

35%

June ‘06

12%

36%

Do not use preset
butions

3l U3 A presel is o bulio) ¢~ the device

36%

o Overall Value
6% Satsfacton for§

e ) 9% 59%

Prmprctary & Confidential
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Ovmership of high tech devices At
- Bl
» Majonty of current subscribers own cell phone and digital carnera
»  Ownership of MP3 player/IPOD Is around 46%
+  Ownership of Digital camera, MP3 player/lPOD has significantly increased since last year.
July ‘05 March '08 June ‘06
Cellular Phone %% 8% 08%
Digital Camera 79% 85Y% 89%
% 43% 46%
Mp3 player/iPOD o
PDA (i.e. blackberry)
Portable game player 37% 349 39%
(e.g. Gameboy, PSP) 20% 229 22%
Portable video player 8% 10% 13%
(e g. iRiver, Creative Zen)
None of the ‘above 2% % 1%
414 WS 3 you dwn the IO ¥N3 2 1561801 & IND EDPY)
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Currently Subscribing to Satellite TV St
»  Around 41% of XM recent subscribers have satellite TV
«  29% of those use DirecTV
July ‘05 March ‘08 June ‘06
. 29%
Yes- DirecTV 29% 2r%
. 1%
Yes- Dish Network 9% - 40% 12% 4% 4%
9 1%
Yes- other company 2% ™
51% 59% 59%

514 Gn£0 40U CuTently SubsCabe [0 saseke Tv

Proprictary & Canfiarntinl
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From: Logan, Eric

Sent: Wednesday, August 30, 2006 12:23 PM

To: Abrams, Lee

Cc: Hahn, Gary; Panero, Hugh; Goldberg, Allen; Brown, Nathaniel
Subject: Re: BOB DYLAN/IPOD INTEL

Good job Lee

Eric Logan

Executive Vice President
Programming '

XM Satellite Radio

1500 Eckington Place NE
Washington, D.C. 20002
202-380~4365 ~ p
eric.logan@xmradio.com
aclaim: Radiorodeoboy

————— Original Message-----

From: Abrams, Lee

To: Logan, Eric

CC: Hahn, Gary; Panero, Hugh; Goldberg, Allen; Brown, Nathaniel
Sent: Wed Aug 30 09:56:44 2006

Subject: BOB DYLAN/IPOD INTEL

Eric--as you requested, I did some digging on the I-pod/Dylan thing. Please keep this
VERY confidential since this information was told to me by various souces in confidence,
and is kind of interesting:

*Dylan and Bono were both paid NOTHING for their Ipod ads. (though U2 receives some
royalties on I Pod units sold)

*Artists/Managers/Labels are desperately trying to find new ways to expose new CD's and
Appie is following a similar model to our McCartney deal where we bought ads to support
the new CD and promote the Artist Confidential. Jeff's point on Dylan was that he and
Sony need to use all vehicles possible to highlight this new CD as Dylan needs to react to
the new media environment as selling cd's is a lot different from the days of Lay Lady
Lay.

*The feeling is that it's a win/win as Apples ad muscle, I Tunes web circulation and to
a lesser degree downloading venue, is a fair trade for name and likeness.

*Apple is aggressively targeting "timeless" artists like Bono and Dylan vs. more trendy
ones. They feel that these kinds of artists have cult appeal to the often older fans,
but are completely respected by the younger cnes who may not be intimate with the
artists' music, but still have total credability. Apple would love to use Johnny Cash
and Ray Charles if they were alive.

*Part of Apples plan is to reach older music fans who don't buy OR download music--yet are
music fans. They feel they've somehat saturated the younger end and the growth will come
out of the "mature" fans.

*¥M could do the same thing, but XM and Sirius and other new media type companies have
some perception issues in the Industry relative to this, specifically:

-~We ask for images, but the real get for the artist are ads that SPECIFICALLY target the
new release. With major artists, airplay isn't the big payoff any more, they want ad
muscle. They view name on a display or on the channel line-~up is a throw away in terms of

' FINAL SX Trial Ex. J(
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having any impact.

--We don't seem to understand that it's a win/win for an XM to associate with the artists
on this level and that while the ad sells the artists new CD more than anything else, a
cleverly created ad will speak volumes about an XM even though it's more by association
than a direct hardware sell. (I'm not sure how accurate this is--but that's the
perception).

I think this is worth further discussion as this might be a good way to engage MAJOR
artists instead of thinking of strictly a content hook, as it gets the association and
XM Music image out there in a possibly efficient way.

Lee

XMCRB 00015398
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SATELLITE

Background and Objectives

*In the past, XM Radio has found that their subscribers have generally been
early adopters and they have had difficulty bringing in consumers who are not
typified by “early adopter-like” characteristics.

—That said, XM is interested in identifying positioning strategies for the brand that
would be more appealing to a broader set of listeners.

*The overall objective of this research is to determine the communication points

that will resonate most with non-subscribers and encourage them to sign on
with XM.

*This is accomplished by identifying the most powerful message or combination
of messages and taglines that should be used in future advertising efforts.

Data Development Worldwide 3
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Metho dology SATELLITE

Who:
* 414 interviews were randomly conducted among adults who:

— Have sole or partial responsibility for making purchasing or describing decisions
for communication products and services, such as cable or satellite TV,

— Do not currently subscribe to Satellite Radio,

- Woulﬁl be at least somewhat likely to subscribe to Satellite Radio in the next 6
months.

What:

* Respondents participated in a 20 minute telephone interview, via CATI
(Computer Assisted Telephone Interviewing).

| When: | |
* Interviews were conducted from June 16th - June 20th, 2006

Significance Testing:
~ Performed at the 90% confidence level
— Significantly higher than average =[]

Data Development Worldwide 4
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Summary of Findings oo

- Based on this initial read of the data, several of the XM messages resonate
well with potential Satellite Radio users.

— Not only does the following message garner the highest importance score, it is
also the top rated score for the likelihood to sign up measure.

« 100% money-back guarantee

Potential customers find this money-back pledge enticing enough to motivate them to sign up for
Satellite Radio.

— However, at this point it is difficult to narrow down the messages to one winner.

+ The following cluster of messages, focusing on commercial-free programming, also
performs well - with importance and likelihood to sign up scores significantly above
average:

100% commercial-free music

Hear music the way it was meant to be. Commercial free.
More music the way it was meant to be. Commercial free.
Hear more commercial free music channels.

The Most Commercial-Free Music Channels.

+ The appeal of commercial-free music is quite clear based on these scores; potential
customers value uninterrupted listening time, especially if multiple channels offer this type
of programming.

In the final analysis we will examine other ways to narrow down this cluster of messages but the
bottom line is, commercial free music is the most appealing theme, no matter how you say it.

Data Development Worldwide 6
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Summary of Findings (Continued) sATELLITE

* Looking at the taglines, two stand out as par’ucularly appealing for potential
XM listeners.

— Based on appeal scores alone, it is difficult to determine which of these taglines is
the single winner.

+ Beyond AM. Beyond FM. XM.
* Hear More of What you Love. XM.

— However, ranking these taglines does help to differentiate potential customers’
preferences.

+  While looking at the first and second ranking of these two taglines does not produce a
clear winner, focusing on the top ranked tagline does distinguish the two.
— Beyond AM. Beyond FM. XM.

» This succinct tagline has an edge over the others, potentially encouraging more listeners
to sign up for XM Satellite Radio.

Data Development Worldwide 7
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Summary of Findings (Continued) RADi

GEETS000 IDKX

« The market for XM looks promising with many non-subscribers claiming that
“music is a huge part of their life”.

— Even more promising is that two in three report they are tired of flipping through
AM/FM radio stations and a similar proportion agrees that it enjoys new products
and gadgets. |

— Potential XM customers report listening to music most frequently in transit - either
by radio or music CDs.
« And many agree that they drive outside of their local area, creating an ideal target for
Satellite Radio providers.
* While only a small percentage of non-subscribers have actually subscribed to
Satellite Radio in the past, the vast majority of this audience is familiar with
Satellite Radio.

— While non-subscribers are most familiar with Sirius, XM clearly has a strong
position in the market.

+ Three in four non-subscribers are aware of the XM brand and one in four are likely to
choose XM as their Satellite Radio provider.

Data Development Worldwide 8
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XM Messages sATELLITE

Top Box Scores
Importance Likelihood to Sign Up

100% money-back guarantee

100% commercial free music

Hear music the way it was meant to be. Commercial free.

More music the way it was meant to be. Commercial free.

Hear more commercial free music channels

The Most Commercial-Free Music Channels

Enjoy superior digital sound quality in your car, home or on the go. Available from
coast to coast.

Tired of commercials, so are we. Get 69 commercial free music channels.

The deepest playlist of commercial free music

Listen Large with the Most Commercial-Free Music

Hear more choices/more channels/more variety

XM. The Sound of Total Freedom: Freedom to listen to whatever you want,
whenever you want.

The largest playlist on Satellite Radio

Average Across All Messages 37 14

Q1,4

Data Development Worldwide 10
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XM Messages (Continued)
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Top Box Scores

Importance Likelihood to Sign Up
The Most Variety of Sateliite Radio - Over 170 Channels [ )44% [116%
Over 170 Digital Channels - Coast to Coast 43% []16%
More commercial free music, news & talk 40% []15% |
Most commercial free music and most sports in Satellite Radio 39% 15%
The Deepest Playlist in Satellite Radio 39% 13%
Hearmoreofwhatyou lovewih XM s Cl1es
America's #1 Satellite Radio - Over 170 Channels 37% 15%

69 Commercial-Free Music Channels, Including Exclusive Live Performances &

Interviews | 37% [112%
Every song, every story, every play everywhere 36% D 13%
Over 6M subscribers love XM and we guarantee you will too or your money back 36% l:_] 15%
XM. The Sound of Total Freedom: Freedom of Choice. 36% [ 115%
Every song, every story, every play by play everywhere 35% [:l 14%
Get the most choice and the most commercial-free music for just 43 cents a day 33% |:] 16%
Average Across All Messages 37 14

Q1,4

Data Development Worldwide
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XM Messages (Continued)
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SATELLITE
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Top Box Scores

Importance

Likelihood to Sign Up

Music, Sports and More - Over 170 Channels

[ ]31%

[]11%

Experience XM for just 43 cents a day

[]12%

The Biggest Names in News & Entertainment

The Best Sports Package

Most Play by Play Sports

Hear Most Play by Play Sports

Every MLB Team, Wherever You Are, NHL Hockey Games, The PGA Tour, World Cup Soccer, College Sports and
Much More

Major League Baseball Every Team, Wherever You Are D 14% [I 5%
#1 Based on the 2005 Brandweek/Brand Keys Customer Loyalty Index Study D 14% [| 5%
Shows Hosted By Bob Dylan, Snoop Dogg, Ludacris, Quincy Jones, Tom Petty, Wynton Marsalis, Jimmie Johnson, D 13% [l 39
Dale Earnhardt, Jr., Cal Ripken, Jr., Coach K., James Carville & Luke Russert and MORE o
Oprah & Friends (Coming in September), Bob Edwards, the Ellen DeGeneres Show, Szan Hannity, Bill O'Reilly, D 129 D 4%
Opie & Anthony, Good Morning America Radio and More ° °
Average Across All Messages 37 14
Q1,4
Data Development Worldwide 12
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Extremely/Very Appealing
{Top 2 Box)

Beyond AM. Beyond FM. XM

- 148%

o 148%

Hear More of What you Love. XM

Beyond AM/FM. XM is Today's Radio " 139%

Hear What Makes you Happy. XM 36%
Beyond AM/FM, XM is changing Radio 36%

Radio to the Power of X 33%
The Best Radio on Radio 30%
Listen Large. XM E:] 26%
Q.5
Data Development Worldwide 13
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Ranking of Taglines
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Ranked First

Ranked First/Second

Beyond AM. Beyond FM. XM 24% 36%
Hear More of What you Love. XM ::I 18% 36%
Radio to the Power of X []11% " |24%
Beyond AM/FM. XM is Today's Radio : 11% 24%

The Best Radio on Radio : 11% j 18%

Hear What Makes you Happy. XM : 11% 27%
N —— |7 Jeow
Listen Large. XM ]6% 16%

Q.6

Data Development Worldwide
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Music Preferences
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Q.13

O Music Enthusiasts

O Cruisin' Gadgeteers
Olnfo Cruisers

0O Happy Listeners

O Contented Listeners

Data Development Worldwide
02-419 Topline Report
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Music Behaviors RADIG
Once a Week or More
Frequently
{Top 2 Box)
Listen to the radio in a car or truck l i e IQO%
Listen to music CDs at home l e J 72%
Listen to Music CDs in a car or truck | e oo |68%
Listen to the radio at home B - |63%
Listen to music on cable/satellite TV music channels 1 143%
Download songs off the Internet 23%
Listen to an MP3 player at home 22%
Buy music CDs 19%
Listen to an MP3 player in a car or truck 18%
Q.14
Data Development Worldwide 17
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Lifestyle Attitudes SATELLITE

Agree
Somewhat/Completely
(Top 2 Box)

Music is a huge part of my life [ A A ] 70%

1 get tired of flipping around the AM/FM dial looking for something decent to |

listen to L0 |68% :

| consider myself someone who likes new products and gadgets

| frequently drive outside of my local area

AM/FM radio keeps me in touch with my local community

| am an NFL fan

| can't find music | like on AM/FM radio

| don't like what AM/FM radio has become

i consider myself an expert on one or more types of music

| am a college football fan

| am an NBA fan

Q.12

Data Development Worldwide 18
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Lifestyle Attitudes (Continued) RaDIG
Agree
Somewhat/Completely
(Top 2 Box)
I am a Major League Baseball fan 135%
| tend to listen to a lot of news programming on AM/FM ~131% '
1 am an college basketball fan 1 31%
| tend to listen to a lot of talk programming on AM/FM 28%
I have AOL 24%
| have Direct TV 22%
| have flown on United Airlines during the past 12 months 22%
| am an NHL fan [:l 20%
| am a NASCAR fan - 120%
| enjoy watching golf on TV 19%
| have rented a car from Avis or Hertz during the past 12 months 19%
— e e e e - — R
ai:S?T?pli:g:z;Emem Worldwide 19
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Lifestyle Attitudes (Continued) SATELLITE

L9ETGS000 MIOKX

Agree
Somewhat/Completely
(Top 2 Box)
| buy coffee at Starbucks at least once a week D 16%
| have stayed at a Hyatt Hotel during the past 12 months E:I 16%
| have Dish TV [ ]16%
| am a golf fan (PGA - Professional Golfers' Association) 15%
| am a tennis fan 15%
I am an IRUIndy car fan I:I 13%
i have flown on Jet Blue or AirTran during the past 12 months D 10%
Q.12
Data Development Worldwide 20
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Awareness of Satellite Radio and Providers Ao TE

| Awareness of Radio

No, never heard of it Yes, heard, have subscribed
in the past, but not currently

Satellite Radio Providers

Sirius Satellite Radio 491%
XM Satellite Radio _176%
iPod
Likelihood to Sign up for Satellite, Sonicest
Radio in the Next 6 Months [03%
(5 = Very Likely) n-Wave 0%
0,
None of the above 3% 32%
0O Aware of Satellite Radio provider
O Likely to subscribe to Satellite Radio provider
Data Development Worldwide 21
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RADIO Agenda

The Business Environment and Accompanying Trends

XM's OEM Business

Current and Future OEM Customers

XM’'s OEM Marketing
Key Insights

Recommendations for Increasing Consumer Demand

Confidential and Proprietary information of XM Sateliite Radio, inc
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RADIO Executive Summary

(@)

Goal of Change Lanes. Increase demand and conversion of XM-equipped
vehicles through incorporating a fresh approach to the OEM marketing
acquisition strategy

« Framework of Project: A gap analysis of XM’s current OEM marketing
tactics against industry trends and communication standards

«  Conclusions:

~ Reinforcement of necessity of efforts to sustain and increase exposure at the
. dealership level

~ Greater emphasis needs to be placed on interactive mediums and XM OEM
messaging

- Additional internal funding as opposed to OEM partner reliance is required to
generate demand for XM

Confidenual ano Propnetary Information of XM Satelte Racho, inc
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The Business Environment and
Accompanying Trends
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RADIO Business Environment: Consumer Habits

(@)

« Expectations: Automobile as an entertainment center (“techmobile”)

+ Preferences: Increasing trend of portability over integration
- i.e.cell phones vs car phones, Blackberry vs. PC

» Technocratic society: greater tendency to shop and research online leads to
increased exposure to the myriad options available to consumers

+  User-generated content: 35% of US Internet users have created and posted
content oniine
- Can be Influenced but not controlled
— Leaves a digital trail: highly measurable

Source FEW Research (June 2006} 5

Confidennial and Propretary Information of XM Satelite Radic, Inc
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(@)

+ How does this pose a threat to the XM factory-installed option?

— Accessibility:
+ Available through select brands as a substitute for XM (i e Nissan)
* Penske, Toyota dealership disruptions

Cost Disadvantage:
« More generous trial program (8 and 12 month offerings)

t

Messaging:
* Increased exposure due to co-marketing campaigns (i.e contributed $3m to Mercury)

Familiarity:
* Substantial brand equity resuiting from Stern, NFL and from perceived momentum in
OEM offerings

Source aw-w sirus com (August 2006)
Ci and Propnetary of XM Satelnte Ragho, Inc

XMCRB 00001148
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RADIO Funding: ’06 Mercury Print Ad

(@)

l -

shoulder cost of generating demand

+ Satellite Radio Mentions with Funding: Sirius committed $3m to Ford
(advertising) for this promotion; OEMs requiring satellite radic companies to

“Life’s more fun whenyou
know what buttons to push”

2006 MERCURY MOUNTAINEER
Pramier AWD., .,

‘529_9_5_‘_';::3 19 |

st o

NN TRALOF

Source www competitrack.com (June 2006}
Conficenial and Propnetary information of XM Sateliite Racio, Inc
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moro | Absence of Funding: *06 Cadillac Print Ad

(&)

- Satellite Radio Mentions without Funding: tend to be limited and brief due to
aging partnerships and slow growth in consumer demand for XM in cars

< CADULAC S3¢

Source. www competitrack.com (May 2006)
Conficenyal and Propnetary Information of XM Satelite Redio, Inc
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RADIO Competition:

(@)

+ How does this pose a threat to the XM factory-installed option?

- Accessibility:
* Available through 9 brands (incl BMW), 48 models within the next few years
+ Mostly luxury brands with youth brands gaining momentum

Cost Disadvantage:
> Hardware comparable to that of satellite radio; economies of scale as more OEMs
commut
= One time payment: No monthly subscription or activation fees

Messaging:
» The radio industry 1s backing HD Radio with a $200 million radioc marketing campaign
(The HD Digital Radio Alliance, a joint initiative of leading radio broadcasters)

Familiarity:
» The option to either listen to consumers' favorite local stations or subchannels

Source Consumer Reports *HD Radio AM/FM goes digital” (March 2006)
C and Propi Y of XM Satelite Radwo, Inc
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sio’ " | HD Radio Online Simulation

o »

[ ,

» Promoting HD Radio trial to drive consumer awareness and education

through a simple, looped simulation that conveys HD'’s value proposition

fe by . - -

Source www ibiguity com {July 2006)
Ci and Prapi Yy of Xt Satelite Radko, Inc

10
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(@)

How does this pose a threat to the XM factory-installed option?

-~ Accessijbility:
* Global demand of MP3 players will grow to 286 million by 2010
¢ 70%_of 2007 automobiles will offer iPod integration, some via XM band

~ 65% cf adult vehicle owners who own an MP3 player ‘isten o it in their vehicle
* 60 million vehicles will have auxiliary jacks by 2011

-~ Ex Older demographic OEMs (Buick Lucerne, Cadillac DTS) offer auxiliary jacks
standard for 2006 MY

- Cost Disadvantage:

+ One time payment of roughly $200 for iPod integration
No monthly subscripticn (assuming static owner/player relationship)

-~ Familiarity:
* 140 million MP3 players are already in the hands of consumers, iPod: 77% market

share (Q2 2006)

Simple plug and play operation

» Pre-selected, user-specified catalog

11
Source In-Stat Market Research ({une 2006) NPD Group (August 2006), apple com, Herrs Interactive (2006), TRG, Inc (2005)
Confidena! and Propretary Information of XM Satelite Rzdio, Inc

11
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MP3 Integration on OEM Websites

« Favorable Positioning: Call-outs and stand-alone categories draw
attention to feature

Fodrhnee, -

T
K i3

L IR MKIN SYSIAT 31 ia £5 84 00 PO TAOK 4.
)81y a e DA AL Tha PR MTAPENN T 02 BN XS
) Hieare KENE P BB, -

Source’ www bmwusa com (June 2006)

Confidential and Propnetary information of XM Sateilte Racko, Inc

12

12

XMCRB 00001154





SEVELLITE

RRDIO MP3 Integration; Dealer Testimonials

(@)

* "We run 80 percent of our vehicles with the upgraded iPod integration
feature and we usually don't have anyaone who doesn't want it. They like
the feature once they know it's available and can't believe how
inexpensive it is." (Dealer, Hollywood Scion)

s “Connectivity is a closing tool for people who are really into their
songs and music. It opens up a whole new avenue.” (Dealer, Flint Dodge)

» A Mini dealer says “about half of his customers order the auxiliary
Jacks or MP3-compatible adapters in their Minis.” (Dealer, Dublin Mini)

Source Automotve News (August 2006)

C and Propi Y of XM Satelite Radio, inc
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XM’s OEM Business
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movo | XM’s OEM Business

()

" XM New and Used Vehicle Sales (2002-2011)*

5N - . e e e e e e+ e e SRS

N3

oM

=
-
ram S

002 202 2054 2008 2%0¢ 2007 2011

*2007-20" 1 forecasted { DIXM New Vehicle Salet BEIXM Used Vehicle Sales

Source XM OEM Finance Team (August 2006} 15

Confiden’ial and Propnetary Information of XM Satelite Radio, Inc
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RADIO Situational Analysis: Major Phases of OEM Rollout

()

1 - Q3-Q4 iooc

Phase 1 L

Slow dea)qr-ine'd.ed buginass Klﬂ OEM enﬁabdﬂy browd)
. |grredbeuttonm OF s pﬂncﬁrmm Ay A9 mkn wa

Msxkaung Cbanmge.,

fra

M'wi rove 3 sabua §o euslurs

, and' CEMs (C-mma’ Betmste sinsut

und(mi 1w OEM. bus nisg Iauch that )96 LX) gm an

gaudwmnmmwn deyelo M- : ek r_sg'avehch -

Source XM Radio Second Helf Marketing plan (June 2006)

Confidertial and Propretary information of XM Satelite Radio, Inc
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Rasio SWOT Analysis

()

Strengths

«OEM exclusive partﬁerships (80% of
market)

*Integration (effortless/safety)
*Growth in needs for in-car entertainment
*Supplementary services (NavTraffic)

+Content (commercial-free, exclusivity)

Weaknesses

*Messaging/positioning of XM as a new
vehicle feature

«Consumer demand among vehicle
shoppers

*Online presence (OEM, dealer, 3«
party)
*Media targeting vehicle buyers

{1y )\\
N3

Opportunities
«Standardized messaging and
positioning for OEM Experience

«Strategic & Content partnerships
*Word-cf-mouth & post-event interaction

*Use of online medium to reach vehicle
buyers

*Remarketing

Threats
*MP3 players, auxiliary jacks, iPod
integration

*Aftermarket cannibalization
*HD Radio
«Terrestrial Radio (new formats)

+Sirius’ perceived momentum
17

Conficential and Propretary infonmation of XM Satelite Radto, Inc
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Current and Future OEM Customers: XM’s
Access to the Mass Market

18
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SLYELLITF

RADIO Current OEM Customer

()

inherited the demographics of our OEM partners through offerings in initial
niche markets (Cadillac in 2002) to current mass market (Chevrolet, Honda)

+ Colonizing the Dashboard: XM was among the first innovative audio
features coveted by early adopters but unknown to the mass market

- Satellite radio has progressed in the Product Life Cycle. higher overall
awareness in the Early Majority stage will beneft OEM sales

+ XM OEM: Relatively low intent and favorability compared to high conversion
~ Representative of the dependence on dealerships in the purchase process

« 2006-2007: Expansion through new OEM brands
- Broadly penetrating mass market through Hyundai, Nissan, and Toyota
- Greater access to untapped demographics (i.e. Youth, Hispanic)

Source XM Customer Satisfaction Report 1/31/06 19

Ci and Propnetary of XM Satelste Ratio, Inc
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M o' " | Conversion vs. Familiarity
e
! S Eriremehy favorable < Very favorabe
= Not at alagavnrabh Yot very

Renewers are more likely
than Non-Renewers to have
previously thought of XM Renewar
extremely or very favorably. (n=402) (A}
- Increasing awareness and
favorability prior to vehicle
consideration and purchase
can have a positive impact
on conversion.

Non-Renewesr
{n=412) (B)

0% 20% 40% 60% 80% 100%

£2 Yo mantored hel you were aware of XA Salelne Radio prrr 10 PIICYesing yOuIr pew VeriCR Would you Sty that your parcsptons of XA Salede Base AP rESpLrgents ISt eV Bsard
Povc viere @ treme'y favorable, /s tevorable Somewhat favorabie, Aot vary favoretie, o1 nct al ahfasoredie?
Lellsrs indCaw 18 YaIe 1s srdically huhe. than he vaie i 198 COr S, Xrding CXunn 8l the 954% canlveuce kel
Source XM Barmers fo Activation Study (GM) 2005
Conficenial ang Propnetary Information of XM Satetite Radio, Inc
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Current OEM Customer: Awareness of XM in Vehicle

the dealership.

Most customers indicated that they first learned their new vehicle had XM at

80% 1

50%

wDU research on the car bafore
buying it

AThrough friend/ family

wThrough an XM brochure in my new
vehkle

aDH rot actively choose XM, it cama|
preinstalied with the car I wanted

14 Onlne

®At the dealership

40% A
20% o
0%
Honda Honda No! Acura Acura Non-R
{n=250) (a) (n=250){b) {n=250) (¢) (n=188){d)

£38 row Jid yOU hirst kear 1281 YOur New sohick hes 2 Satsilne Fado?
Lellers indCae 1ne vale i sinlicently e~ tian 1o vaive w 190 or @5p0mdng ¢ Huins al the 95% conl'dence kel

Source XM Bamiers to Activation Study (Honda and Acura) 2005

Configerrial and Propnetary Informalion of XM Satehte Rzcko, Inc
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RADIO Potential OEM Customers

(@)

+ Rollout of new OEM partners and marketing tactics can facilitate
targeting the segments in which XM has traditionally lagged:

— Youth (16-30 years old):
» Toyota estimates this demographic will represent 1-in-4 customers by 2010
» Higher expectations of quality; use products to express creativity

» Reach: increased sponsorship of sporting and music events, internet
promotions and product placement

— Women:

« Account for 45% of new vehicle purchases and influence 85% of all vehicle
purchases

+ More likely to share with and/or be influenced by their friends when it comes
1o an automobile: 40% versus 26% for males

» Oprah launch will provide extensive exposure

22
Source. Mintel Report (2005), General Motors (2004)

Confisennat and Propnetary information of XM Satelite Radio, Inc
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RADIO How Prospective Customers Conduct Research

(@)

I -

33 percent of all new car buyers seek advice from friends or relatives
while researching vehicles

68 percent of all new car buyers and 56 percent of used car buyers said

that the Internet was their primary source of information in the automotive
purchase process

~ The vast magority of new buyers visit an OEM’s website (76%) and a third-party
auto site (65%)

= Ex: 70% of Lexus’ dealership customer traffic already visited lexus.com
{Lexus 2005)

- {6%% f)rimary reason for using an independent auto site is to compare models

- OEMs are migrating from spending all of their ad budgets on traditional media to
spending a significant portion on digital and interactive approaches

Source, Mintel/Greenfield Online (2005), Harris Interactve (2006), Keynote Systems (2005) 23

Ci ial and Propr Y of XM Satellite Radio, Inc

Ford migrated from spending 98% of its ad budget on traditional media
in 1995 to 80% in 2005 as it incorporated more of a digital approach
(Mintel report 2005)

23
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XM’s OEM Marketing
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SEYELLITE

VEHICLE MARKET:
| want to buy a car!

Consumer's primary motivation is to buy a
vehicle, sither new or pre-owned XMis
available integrated as either a standard
feature or option. Automaker and XM
provide new car buyer with 3-month trial to
encourage conversion to iong-term
subscrber.

RADIO Fundamental Difference: OEM vs. Retail

AFTERMARKET:
| want satellite radio!

Consumer goes to retail store or online
with the pnmary goal of getting satellite
radio. Ancther group buys on impulse

while browsing having heard of service
prior and is considering purchase.

Configenial and Propnetary information of XM Sateliite Rzdio, Inc

25
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XM's OEM Marketing (2006 Budget Allocation)

Automotive Sector as the Mass
Market: XM OEM has been trying to
incorporate a mass market
awareness approach on a limited
budget

— Heayy emphasis on events shows

attempt to reach the masses to
increase awareness

Efficient spending through lower
purchase funnel activities to
educate consumers at or near
purchase

- Field team and dealership materials
inform majority of consumers about
XM Radio for the first time in the
purchase process

Source 2006 OEM Marketing budget

Confisenial and Propnetary Information of XM Satelite Radio, inc
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AD10 Current Timing of Marketing Tactics*

Funnel

* In the ¢
Automotive
Purchase

¥

Historical

importance on

T
ACE Pl 2%

e

» Local events

approach that 1+ POS collateral
places « Field team
tremendous

’ . o 7 » Dealer training
dealerships TRd ;

- ofEopitor o ! PR AT R T
Source CNW Marketing Research and Time Inc (stu

Confiderxial and Propnetary information of XM Satelite Radto, Inc

27°

27

XMCRB 00001169





OEM Dealer Kit (Marketing Materials)

—
ﬁ SATFLIITE
~ g RADIG
e
Tent Card Activation One-Pager
4&%‘ P .-

Counter Card Brochure Holder

((()W\ ))) QUER §1C CHAmIELS

Consumer Brochure
Confitental and Propnetary Information of XM Satelkte Radio, inc
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-+ The higher we

can reach

| consumers in

the purchase

" funnel, the

>+ | greater chance
| we have of

improving

_| favorability and

.| ntent to

“| purchase

Activities

*In the

Purchase
Funnel

= Online activities
« Messaging

* XM brand
advertising with

B

"1 OEM message

Pt

[T

Continue current

N3

Source CNW Marketing Research and Time Inc (study of 130.000 intenders from 1995-2005)

Confidenial and Proprietary information of XM Satelkte Radio, inc

| activities (dealer, field)

TR
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iio'"" | Establishing Relationships in the Upper Funnel

s

» Initiate Relationship through XMRO: Utilize email channel to educate and grow
interest in the XM OEM offering

.
A -
s P & oy
Smm e et
R e

s T Se et Caets okl gt D bt s e e By S

R

C tial and Propl Y of XM Satefiite Rzdio, Inc
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SATELLITE Key Insights

RADIO

1.

Separate and Distinct Marketplaces OEM vs. Retail
»  Automotive shoppers’ car (brand, its primary features) is consumer’s primary focus
»  Aftermarket shoppers: satellite radio (brand, hardware) is consumer's primary focus

Validation of L ower Funnel Marketing Activities: Field team and dealership
efforts vital to OEM group's success

»  Continuation and support to reinforce and balance upsiream activities
Online Space: The most vital communication medium in today’s business and
social environment

+  Critical to reaching consumers higher up in the purchase funnel

» Incorporates unmatched reach and relationship-fostering capabilities

. Unrealistic to Rely on OEM Partners to Create and Strengthen Demand for XM:

Requires funding to enhance self-initiated marketing efforts
» XM OEM cannot expect OEM partners fo do the hesvy lifling in regards to marketing
» XM as a company needs to place a greater smphasis on marketing the OEM sector

31

Configenrial and Propnetary Information of XM Satelite Rzto, Inc.
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moo | Recommendations

RADIO

(@)

LRecommendation 1: Messaging

— Phase I: Revise OEM message and keep it relevant
+ Need to address highly competitive and crowded in-vehicie space by

communicating XM's value proposition
- Low cost, affordable subscription rates, fully integrated, commercial-free
— Calculated responses to MP3 threat (discovery, passivity, complementary) and HD

Radio threat (commerciat-free, content, signal)
+ Action item: Solict support from advertising agency to develop, implement,

and enforce XM OEM’s new and relevant messaging

— Phase |l Standardize OEM message across all mediums
+ Provide OEMs with style guide {i.e, brand bible) to ensure consistent look

and feel
- Eliminates confusion resulting from inaccurate and outdated information
~ Provides reinforcement for consumer 1o consistently learn the same thing
« Action item: Consult with relevant agencies to create brand standards and
distribute to OEMs. Assign (internal or external) team member to police the

ongoing process
Confidential and Proprietary information of XM Satelite Redio, Inc
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a0 | Messaging: Prototype @S

- OnStar: Example of consistent, standardized integration throughout GM
divisions' websites

Source. www pontiac com (July 2006)
Confidentia’ and Propnetary Information of XM Satelite Rado, Inc

b,m
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RADIO Recommendations

(@)

Recommendation 2: Target Prospects Online

- Phasel Rapp Collins’ Direct Response Plan (traditional)

Test in Q4 with "07 roliout potential to determine most viable tactics (mix of mediums)
for demand generation
» Need for ionger trial: drive qualified prospects to a lengthened free trial of 30 days
— Targeted message for OEM-directed trals
+ Action item. $300k for immediate development and execution

- Phase {I: BoldMouth's Word of Mouth (WOM) campaign (non-
tradmonal)
Marketing efforts that drive conversations and connections for XM OEM and the XM
brand collectivel
» Generating word-of-mouth via content distribution strategies through syndication of
consumer generated media and blogger outreach programs
*  Action item. $75k for Q4 implementation and on-going maintenance and reporling

- Phase llIl: Employ dedicated interactive specialist on OEM
marketing staff
* Team member to menage XMs OEM web development program
35

Configentiat and Proprietary information of XM Satellite Radto, inc
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> aioio | Third-Party Exposure (August 2006)
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Source www edmunds com (August 2006)
Confidential ang Propnetary Information of XM Satetite Radio, Inc
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Recommendations

Recommendation 3: Event Prospecting

~ Phase I: Increase ROI on events through prospecting

Eventis the catalyst to begin dialogue and relationship with
consumers
Commit to generating prospects at the multitude of events in which
XM OEM is present

~ Provide compelling demonstrations and giveaways

— Leverage relationships with OEMs to communicate call-to-action
Focus on driving consumers to xmradio.com and XMRO for further
education

— Consult with post-event marketing specialists

» i.e. Wishoa: photography and green-screen provider

Action item: Consult with current event marketing partners (1.e.
Cor)énel) and incorporate enhanced prospecting measures into
portfolio

37

Confidennal and Prapnetary information of XM Satelite Radio, Inc
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RADID Recommendations

()

Recommendation 4: XM Commitment

— Phase I: Seek assistance from XM corporate for shouldering the
cost of demand generation for XM in vehicles
» Paradigm shift from solely retail-centric advertisements to ones that
include OEM-specific messages
-~ Advertisement tagging to include OEM partners
= Recognize growth in OEM business and importance of online
marketing channel through increasing resources o create OEM
customer demand

38

C 12l and Prop) Y of XM Satefiite Redio, inc
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RADIO Summary

()

+ Change Lanes provides new vision and direction for efficient and
sustainable growth in a highly competitive marketplace

« Shift in resources to focus on upper funnel marketing tactics to drive
awareness during the automotive purchase process are imperative
as they reinforce our lower funnel activities

+ Additional resources will be needed to support the impending growth
of our OEM business

39
Confidenial and Propnetary Information of XM Satelite Radio, inc
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Questions?

Patrick Schmidt

patiick. schiridt@xmradic.com

202.380.4488

40
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Faerging Car Audio mterfarp - O

mee''”" | MP3 Integration Projections*

™M and Aftermarket Cumul

USA.: Autos in-use withs 2005 2008 2011
iPod Integration . - . M 0.5 8.2 28
Aux Input - - Sl #M 3 18 60
Bluetooth A2DP ) #M .- 0.8 8.5
worldwide: fitos m—use th s
iPod ]nteg'atmn (. 0.9 19 73
VAUX Input.- 6 40 150
#M - 2 23

Bluetooth A’*DP R

i

Facl: ay yw—md 2005 tumu!awe Apple Rodd sates will top 340 umts, wha:h cmﬂd N
. reach 6OM or more at tha end of 2006 ~

“The rapid ramp up of available solutions from automotive OEMs is a
stark contrast to the normal five-year product development cycle in
the automotive industry.” (Phil Magney, Telematics Research Group

2005)

* Projections do not include Apple's recent agreement with GM, Ford, and Mazda (July 2006)

Source. Telemalics Research Group Incarporated (December 2005)
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Calendar Year XM Production
(2036 = Actuais thrcugh May06)

OEM cyw  Cves (Y] cvis cves cver cYos cves cyio cvn
oM 185,100 729,897 1159045 1402341 1490248 1406893 1463737 1,501,363 1,342,706 1,556,498
Honda 0 1(2.384 303,879 522891 608,138 716057 783874 808144 831133 848,616
Nigsan ° 4 15,623 36528 41840 280,631 545200 666360 753,440 780,632
Toyota 0 0 3,274 8333 39707 137,375 481,107 686923 833362  941,M9
Hyundas (brand) 0 0 0 0 54321 519,207 553312 61322 569330 589,602
Porsche 0 0 087 2036 1450 6,187 1658 26550 34,508 35362
Suzuks 0 0 0 51 1,398 4,671 7,906 9,796 10,629 10,"8§
Subaru 0 0 0 108 8,084 17,252 26,145 31,538 33,087 33,665
Harley a 0 a 0 5413 0,421 11403 12463 134m 14,403
VW-Audi 4 0 19,731 37619 30278 ° 0 0 ° 0
Total 182,100 831,981 1502539  2,010927 2,190884 3,117,996 3889932 4,304449 4622195 4811516

Source XM OEM Finance Team (August 2006)
Ci

and Propnetary

of XM Sateite Radio, Inc
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moro | OEM Monthly Website Visitation

()

I _
« Growth and high usage of OEM partner websites

Taniay-08

i

44
Source* comScore Media Metnx (June 2005)
Confdenvial ang Propnetary information of XM Sateiite Rzdio, Inc.
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amoo | Weekly Website Visits (week ending 4/30/06)

Hally Blie Book,:
Drimedis Automotice
vNet'o!k:'- F ’

Shirca M;!mn{,:ﬁﬁk ”j?.’. e _/

e by

Confidentia’ and Propnetary Information of XM Sateliite Radio, Inc
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RADIO Previous Awareness of XM
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l -

Previous awareness of XM among Non-Renewers has increased
significantly since last year.

Prior awareness and interest in XM among Renewers has remained stable
since last year.

43% of Non-Renewers "heard of XM” but thought it was not for you” in
2005, significant increase to 2004 (34% of Non-Renewers “heard of XM but

thought it was not for you.”

AR L

Had 10t heard f YM prior to puichashg yous veh

2% 31 % AD 20% 1606

Head uf XM, ool Unught B weerL for you 18% 34% A 17% 43% CB
Head of XM and were curious about & 26% 24% 26% 2%
Head of XM and were nterested I getthg XM 18%8 6% 18% 2 B%
iAready @ibarrbed to XM at Fome or h anather vehike 14% 8 3% 18% 7M B
Lont kiow 1% 2% 1% 2%

A1 ©r0f to pUTCHas.ng your NEW venCke vihieh ¢f he foliowin; D281 U8SCrivas ycur perceptiors ¢f MW Sateliile P3dn? Woulg you sey you
Leliers indcae 1ne value is Stpliceilly bohe than he vawe 0 ™6 wor 8Sxonding cumn 8l e 95% von! dence jevel
Source XM Barrrers to Actvetion Study (GM) 2005
Conficen:ial and Propnetary Information of XM Satelite Radio, Inc
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Mmoo | XM’s OEM Web Presence: Best Practices
e

When the user clicks on XM radio, he or she is directed to
lexus.com/xmradio which is a clean, easy-to-navigate portal that
assumes the Lexus skin (i.e. lock and feel)

Scurce lexus com (August 2006)
Confiderrial and Propnetary Information of XM Satelile Radio, inc
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. What:wo

uld get you to subscribe i< a satelliterradio:-

S0urce L. ARISCUSSAN e VST GO NSIE I 13p 7ok cos Blid~397 3 by olsSRsutrni-ots, (August 2006) 48
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